Hold your discriminating 
customers and get new ones. 


SAMSON SPOT CORD 


once sold, stays sold, and 
brings profitable repeat orders. 


2 ee 


We manufacture all kinds 
and qualities of braided cord. 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 
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HE buyers are coming! You still have time to get the world’s 
finest lawn and garden hose for them. Order right now! 

Goodyear Emerald Cord Hose, of course. Has no equal for lawn 

and garden purposes. It is built up of double braids of double- 


















double cord, with a handsome, tough, flat-ribbed cover that with- 


stands scraping and dragging. 


YOU CAN 
GET THIS 

many times over in its much longer life and trouble-free service. 
Ss | > L L | N ds Goodyear Emerald Cord Hose is a widespread favorite among the 


country’s golf and country clubs, who buy on the basis of inbuilt 


economy. The fundamental fact that it is Goodyear built — of 
H ds ~ EK Goodyear rubber — speaks volumes for its quality and value. 
Other Goodyear quality lawn and garden hose 


R | ds tl 4h are Wingfoot, Glide, Pathfinder and Elm brands 
NOW! 


You can stand behind Goodyear’s statement that this is the finest 
quality hose on the market. Goodyear is so advertising it nationally 
to the public. You may also confidently assure any customer that 
the slightly higher cost of this superfine hose will be absorbed many, 
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TUNE IN: Goodyear invites you to hear 
Arthur Pryor and his Band... Revellers 
Quartet and Goodyear Concert-Dance Orches- 
tra... every Wednesday and Saturday night, 
over N. B. C. Red Network, W E A F and 


Associated Stations. 
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1. It measures the cloth as you sell it and 
then it is used to tie up the package. 
2. It keeps your customers contented with 
positive knowledge of full measurement. 
3. It saves you money from over-cutting 
— through a creeping 
» yard stick. 








4M. It helps you work 
off cut rolls by accu- 
rately showing the con- 
tents of each. 


Patent applied for 


oe It conserves your time when waiting 
on customers. 

G. It tells you your stock to the inch with- 
out unrolling a single package. 

Te It stands for perfect weaving of full- 
gauged wire properly cartoned. 


AMERICAN WIRE FABRICS CORPORATION 
Subsidiary of Wickwire Spencer Steel Co., 41 East 42nd St., 
New York City; Buffalo; Chicago; Tulsa; Worcester; 
Pacific Coast Headquarters: San Francisco; Branches 
and Warehouses: Los Angeles, Portland, Seattle; 
Export Sales Department: New York City 
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MERICAN BRAND 
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The Box 
protects the stock 


S 


with the GOLD STRAND measuring tape 


Black Painted 
American Galvanoid 
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INSECT SCREEN CLOTH 





American Bronze 
(in bright or dark finish) 


For the HARDWARE TRADE 


: Clinton Hex Mesh Poultry Netting—Clinton Straight- 

& ‘ line Poultry Netting—Clinton Hardware Cloth— . 

Perfection Door Springs —Wissco Clothes Lines— 
Nails and Brads—Insect Screen Cloth 


OLD 
TRAND 





Ask your jobber's 
salesman for a 
supply of these 
business- getting 
little books. He 
will gladly give 
them to you FREE. 





American 
Hard Copper 








No. 900 brings new door efficiency 
to all garages 
—both new and old! 


EGARDLESS of whether a garage is new or 
old, the operating efficiency of its doors can 
be greatly increased through the installation of 


National No. 900 Door Set 


All hardware mounted on inside 


This new upward-acting door is sensational in the 


quiet, easy manner in which even the heaviest garage 
doors glide up and away above the car, free from danger of damage—away off the 


floor, allowing full use of the valuable floor space. 


Weather-tight, with all hardware mounted on the inside, the set is becoming one of the 


most popular additions to the famous National line. 


Your trade will appreciate the many exclusive features embraced in this exceptional 
set, which are so thoroughly practical that sales follow quickly in the wake of their 


first demonstration. 


Doors are furnished with hardware mounted in place 


to simplify installation. They are made in all standard 
sizes for openings up to 12 x 12 feet. Special sizes 
built to order. 


Get started today cashing in on this 
popular National No. 900 Door Set! 


NATIONAL MANUFACTURING COMPANY 
STERLING, ILLINOIS 


National hardware is sold direct to the retail dealer—a policy 
that promotes quality, service and direct selling cooperation. 


— cada 
| National 
makes hardware to 
| serve every building 
| purpose—a complete 
line. The items be- 
| low are all big sellers: 
Sliding Door Hangers 
Sliding Door Rail 
Garage Hardware 
Door Latches 
Screen Hardware 
Strap and Tee Hinges 
Half Surface Butts 
Mortise Butts 
Ornamental Hinges 
Cupboard Turns 
Sash Locks 














Below—special 
closing feature 


Above—note 
rabbeted joint 


h Lift 
vase An installation of thirty No. 900 Door Sets at Bellevue, Pa. 
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SURE SELLERS 
Miade by Secovill | 


The Seovill Junior Bottle Capper 


Simply constructed, easy to operate, this instrument is ideal for 
home use. It is easily adjusted to any size bottle. Every cap 
goes on evenly. There’s nothing to get out of order. Sturdily 
made of heavy steel, finished in nickel-plate and baked red 
enamel. Tap the profitable market for these practical bottle 
Cappers. 













CATALOG No. H-270 
Packed 12 to a shipping case. Weight 37 Ibs. 


Retail price, $1.00 












The Seovill Hose Nozzle 


A uniquely constructed long-range nozzle that can shoot a solid 
stream of water 57 feet. Throttled down, it produces a fine 
atomized mist. Shut off, it cannot leak or drip. The special 
bulldog nose withstands even the shock of dropping on a con- 
crete floor. There is no center-pin to get out of adjustment. 
Heavy, solid brass throughout. Every one with a lawn is a 
prospect for this hose nozzle! 
CATALOG No. H-232 


Packed 12 to a carton. 12 cartons to a shipping case. Weight 
per gross, 50 Ibs. 


Retail price, 50ce 
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The Imp Torch Set 


The Improved Closet Auger 


An efficient device for getting rid of closet 
stoppage. It works just like a brace and bit. 
The brass swivel is held in one hand, and the 
handle turned with the other. The cork-screw 
tipped cable cleans out the obstruction. Made 
of %-inch pipe and high-grade flexible steel 
wire. A set-screw in the handle permits easy 
adjustment of the six-foot cable. The improved 
closet auger is also available with 10 or 15 foot 
cable at slightly higher cost. 
CATALOG No. H-233 
Packed 12 to a shipping case. Weight per 
gross, 528 Ibs. 


Retail price, $2.00 


The Drain-Pipe Cleaner 


This works on the same prifciple as the closet 
auger. It has a seven-foot adjustable cable 
that will worm through the turns and elbows 
of any drain pipe. Each cleaner is trimmed in 
red, and packed in an attractive green-and- 
orange box. Both the drain-pipe cleaner and 
closet auger are needed in every house, hotel, 
apartment and public building. The drain-pipe 
cleaner is also available with 10 or 15 foot 
cable at slightly higher cost. 
CATALOG No. H-232 
Packed 12 to a shipping case. 
gross, 288 Ibs. 


Retail price, 81.00 


Weight per 


SCOVILL MANUFACTURING 
CONNECTICUT 


WATERBURY 


S ceovill 





A complete soldering outfit—torch, iron, 
bracket, solder and paste. The improved pre- 
heating device produces an extra-hot flame 
with ordinary gasoline. Polished nickel-plated 
tank with a two-hour capacity. Solid copper 
iron. By removing the bracket, the torch can 
be used for other work. Packed in a black-and- 
red set-up box with a cellophane covered dis- 
play platform. Complete directions furnished. 
A profitable all year ’round seller. 

CATALOG No. H-231 
Packed 12 to a shipping case. 

gross, 186 Ibs. 


Retail price, $1.25 


Weight per 
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A NEW WEEKLY 
FEATURE! 


How’s we Hardware Business? 


by STEWART JAMES 


A trade digest of 
conditions affecting 
distribution of hard- 
ware and allied mer- 
chandise, gathered 
from trade areas of the 
entire country and pre- 
sented as a weekly fea- 
ture of Hardware Age. 
Mr. James will inter- 
pret for hardware men, 
such basic factors as, 
crop outlook, freight 
ear loadings, circula- 
tion of money, build- 
ing progress, employ- 
ment, etc. He will also 
deal with specific price 
trends, demand for 
merchandise, shortages 
and future outlook as 
reflected by his study 
of the national hard- 
ware market situation. 











March 22, 1932. 
More Wholesale Buying 


HILE there is little change in 
the industrial picture of the 
week, one interesting develop- 


ment is the larger buying of hardware 
and of general merchandise by whole- 
salers. Manufacturers have been wont 
to complain that the recent improve- 
ment in retail selling has failed to 
reach them, or has reached them slowly, 
and in the smallest doses of re-fill 
ordering. But this week, wholesale 
buying is reported the best thus far 
in 1932. Evidently wholesalers’ stocks, 
moderate for many months. have felt 
the drain of gradually better retail buy- 
ing. Evidently, too, there is some 
hedging against actual or expected 
price increases and against the higher 
costs imposed by the contemplated 
manufacturers’ sales tax. 


Long-Pull Prospects Brighten 


There are rather numerous factors 
pointing to a probable real upturn in 
business volume later in the year. 
Confidence is more surely being re- 
stored—evidenced by the virtual dis- 
appearance of bank failures and the 
improved statistics concerning savings 
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deposits, sales of securities, and the 
decline of currency in circulation. The 
specter of hording is fading away, and 
a backward look over the winter just 
passed shows that most of the evils 
feared did not materialize. Many manu- 
facturers and merchants—even many 
banks—find that they have turned away 
needed business, for no better reason 
than a probable surplus of fear. 


Cheering Bank News 


The record of 
radical improve- 
ment in bank fail- 
ures, compiled by 
the American 
Banker, showed 
only 11 small in- 
stitutions suspend- 
ed during the week ended March 12. 
The rate of closings since March 1] has 
been the lowest since 1928, which was 
in turn the lowest in ten years. The 
small record of 13 failures thus far in 
March compares with 124 failures in 
February, 372 in January, and an aver- 
age of 309 a month in the last quarter 
of 1931. Furthermore, there were seven 
re-openings of closed banks during 
the March 12 week, bringing the 
total re-openings for this year to 71. 





Credit Reins Still Tight 


It is felt in many circles that, with 
the stage all set for a liberalizing of 
credits by the banks, too few of them 
are easing their restrictions or are 
themselves using the easier facilities 
offered by the Reconstruction Finance 
Corporation. 

Observers agree that very little of 
the desired “inflation” is taking place. 
The trend is all in the direction of 
retrenchment. Banks are still reduc- 
ing their loans, selling their invest- 
ments and curtailing their credits. This 
certainly is conservative, although it 
does not lend the 
stimulus to busi- 
ness which has 
been hoped for in 
Washington. The 
one favorable fea- 
ture is that sav- 
ings deposits con- 





tinue to gain, possibly reflecting the 
restoration of hoarded money to ac- 
tivity through the “idle dollars” cam- 
paign. 


Quietness in Steel Trade 


A somewhat more liberal policy in 
buying by the railroads has offset to 
some extent the waiting policy now 
characterizing the automobile industry, 
and was probably the most cheerful 
development of the past week in the 
steel industry. 

The small upturn in railroad buying, 
with some help from general manufac- 
turing and from the building industry, 
is keeping operations at near the re- 
cent average of 25 per cent of capacity. 
Reconstruction loans to the railroads 
are leading to better inquiries for the 
ordering of early future supplies. Con- 
siderable structural steel awarded in 
the last sixty days is now being sched- 
uled for rolling. 


Prices Firmer on Steel 


Strengthening of steel prices has be- 
come more definite, and will be more 
strongly in evidence at the end of this 
month when final specifications against 
expiring first quarter contracts, taken 
at the lower prices, are expected. The 
sales tax law, which will not take effect 
until 30 days after it is signed, may 
operate also to increase forward buy- 
ing. 

The steel companies, in announcing 
higher prices on sheets, bars, plates 
and shapes, ih some cases for im- 
mediate orders and in others for sec- 
ond quarter business, have not been 
deterred by the fact that the business 
volume is increasing too slowly to give 
adequate support to such moves. Their 
determination to check their losses is 
accompanied by the assurance that un- 
less they do so a further wage cut may 
be inevitable. 

An interesting excerpt from the 
recent annual report of the U. S. Steel 
Corporation reads: 

“In 1931 the production of raw steel 
in the United States declined to about 
26 million tons, a reduction of 15 
million tons compared with the pre- 
ceding year and 30 million tons less 
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than were produced in 1929. The aver- 
age annual production during the ten 
years, 1922 to 1931 inclusive, was 43 
million tons. It seems reasonable to 
suppose that on the basis of average 
demand for steel products during the 
last ten years, the requirements of this 
country for maintenance and current 
uses alone, exclusive of development 
and expansion, should call for steel 
products in considerably greater ton- 
nage than was consumed in 1931.” 


Cold Weather Influences 


Early March has seen the most 
general spread of extreme cold of the 
entire winter. This was a mixed bless- 
ing, resulting, of course, in sharply in- 
creased retail buying of coal and other 
fuels, and a more satisfactory late 
clearance of winter clothing and cold- 
weather merchandise. On the other 
hand, there has been some _ holding 
back of spring trade owing to the 
general cold wave which has swept the 
country. 





Of the damage to coastwise shipping 
and other interests there is some tangi- 
ble evidence, whereas the threat of 
severe cold weather to the winter wheat 
and fruit crops is not so easily de- 
terminable. Where snow covered it, 
little is feared for the wheat crop, but 
where this was not the case the effects 
of freezing and thawing are still a 
matter of concern. 

A short winter wheat crop, it is be- 
lieved, would be a good thing for the 
country. It would enable the farm 
board to work off its supplies and 
bring about a heavy reduction in the 
carryover in 1933. As to supplies in 
sight at present, the unusually large 
farm reserves on March 1 of 207,323,- 
000 bushels, combined with supplies in 
various localities, make a total of 580,- 
000,000 bushels, and suggest a carry- 
over of 400,000,000 bushels on July 
Ist, against 334,000,000 last year. 

A new element was injected into the 
domestic wheat situation by congress 
passing a bill to give away 40,000,000 
bushels of farm board wheat for feed 
and food in drought and_ poverty- 
stricken sections throughout the coun- 
try. The American Red Cross is to be 
the distributor and has started its oper- 
ations in South Dakota, Montana, 
northern Nebraska and Wyoming. 
Wheat that is to be fed will be cracked, 
and a good percentage ground into 
flour which will furnish food for hun- 
gry people and feed for live stock. 
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Bright Spots in the News 


Consumption of cotton by domestic 
mills in February, as estimated by the 
New York cotton exchange service, 
totaled 447,000 bales. This compares 
with census bureau figures of 435,000 
bales consumed in January, and 433,- 
000 in February, 1931. 

Unit sales of 
leading electrical 
refrigerator _pro- 
ducers during the 
first two months 
of 1932 are be- 
lieved to have 
been as much as 
15 per cent 
higher than in the 
corresponding period last year, says 
the Standard Statistics Company. 

Steel ingot production, reported 
March 11 from the Cleveland district, 
has been increased to 41 per cent of 
capacity. This is three points higher 
than ten days ago. Slowly improving 
demand for steel wire and wire prod- 
ucts chiefly accounts for these increased 
operations. 





With new advanced prices now effec- 
tive on steel sheets, the Jron Age com- 
posite price for finished steel is ad- 
vanced to 2.044 cents, from 2.037 cents 
last week, this being the first gain 
since June 30, 1931, and, with that 
exception, the first since Jan. 13 last 
year. 

Washington reports that postal sav- 
ings deposits have increased more than 
$500,000,000 in the past three years. 
In January 1929 deposits totaled $153,- 
517,000, by January 1932 they had in- 
creased to $658,081,000. 

F. W. Dodge Corporation gives to 
eleven States good possibilities to make 
the first pickup in residential building 
when the turn comes. These States in- 
clude Connecticut, Massachusetts, New 
Jersey, New York, Illinois, Michigan 
and Pennsylvania. The report states: 
“Six years of con- 
tinuous decline in 
small house con 
struction, coupled 
with the fact that 
1931, of all the 
years of decline 
showed a_ rather 
abrupt change in the magnitude of 
loss, gives rise to the belief that we 
may be nearing the point where the 
small house will soon reflect an in- 
creased production volume.” 


The Annalist Index of wholesale 
commodity prices rallied to 91.8 on 
March 8, from 91.3 the previous 
week; it stood at 110.7 a year ago 
(1913 = 100). Outstanding factors in 
the recovery were advances in hogs, 
the meats and the metals, which a 











sharp drop in anthracite prices only 
partially offset. 

Though ingot copper has settled 
back to six cents, the undertone and 
outlook are firmer, as a result of tte 
recent fairly successful curtailment 
conferences. 

Carloadings in the first week of 
March were ahead of the last week of 
February. Whether the gain was larger 
than the rise of 41,534 cars between 
the same weeks in 1931] is uncertain 
at this writing. Some roads have shown 
more than seasonal gains, while others 
have had less than seasonal increases. 


Heard in Hardware Circles 


There fs fine demand for the five 
pound cartons of ready-packed stand 
ard items such as wire nails, fence 
staples and wrought washers. The at- 
tractiveness of these packages to the 
consumer, the economy to the dealer, 
and the relatively slight extra cost over 
the old bulk packing, are spreading 
this new merchandising method rather 
rapidly. 

Fertilizers, lawn seeds, and garden 
supplies are finding great sales im- 
petus, because of the general increase 
in the number of amateur gardeners, 
otherwise unemployed. 
Many manufacturers fur- 
nish attractive window 
trim and selling helps, 
through the jobbers, while 
newspaper and magazine 
advertising campaigns are 
being run, for the deal- 
ers’ benefit. 

Roller skates of popu- 
lar service quality are greatly reduced 
in price this spring—and sales of these, 
with the accompanying demand for re- 
placement rolls, are running into com- 
fortable figures. 

All ammunition manufacturers sup- 
ply two grades of smokeless cartridges 
in the .22 short, .22 long, .22 long rifle 
and .22 WRF sizes. The newer type 
is more powerful because the velocities 
have been speeded up considerably, 
hence these have been priced at from 
8 to 20 per cent higher, depending 
upon the size. Announcements are now 
being released which lower the high 
powered grade to the price level of the 
standard cartridges. The result of this 
should be a greatly increased demand 
for the reduced items. 

A reduction of about 10 per cent 
is noted in the prices of certain “pri- 
vate-label” dry cells and multiple bat- 
teries, due to recent mail-order compe- 





tition. 

Manufacturers have announced new 
and higher prices on cotton strainer 
filter pads, on some sizes as much as 
20 -per cent. 


HARDWARE AGE 








Leading hay carrier manufacturers 
have announced reductions in prices, 
both to the consumer and to the re- 
tailer. Reductions to the consumer are 
as follows: 


Sling Carriers $3.00 
Fork Carriers 2.75 


7 in. Wheel Fork Carriers . 2.50 
Steel track 04 ft. 
Accessories about 10% 
These mark-downs in the 1932 season 
costs will be of interest to farmers who 
have held off buying necesary equip- 
ment. 





Recent Dun Survey Found Improvement in Hardware 
Trade Conditions 


A special survey of the general hard- 
ware trade, which has just been re- 
leased by R. G. Dun & Co., indicates 
that the hardware trade is improving 
slowly at the present time and _ that 
the industry had less shrinkage in 1931 
than was the case in certain other 
trades. The following high-lights from 
the survey are quoted by special per- 
mission: 

“As the modern hardware store car- 
ries everything required for household 
use, ranging fom egg beaters to elec- 
tric refrigerators and radios, it has 
been able to prevent its sales volume 
from sinking to the reduced propor- 
tions of some of the highly-specialized 
trades that carry but few items.” 

After referring to the fact that women 
now buy 49 per cent of the hardware 
being sold, the survey says: “It was 
this comparatively new class of buyers 
that sustained the demand for shelf 
hardware and the numerous side lines 
in 1931, as it was these branches that 
accounted largely for the total sales 
of $1,329,789,000. Normal annual re- 
tail sales of hardware in the United 
States average around $1,500,000,000. 

“These sales were made through 
37,767 retail stores in the United States, 
whose stocks were valued at $467,625,- 
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000. About 36 per cent of the total 
number of dealers do 75 to 80 per cent 
of the total business. 

“In general, retail sales in 1931 
dropped about 23 per cent below the 
record of 1930. Fully one-half of this 
decline was due to the recession in 
prices, which brings the decline in unit 
sales to a little less than 12 per cent. 
In many instances tonnage moved was 
nearly on a par with 1930. As the 
decline in sales for all types of busi- 
ness has been given as 25 per cent, 
the hardware trade fared better in 1931 
than many other lines. 

“The invasion of the chain stores has 
touched the hardware trade but lightly, 
as only about 1.6 per cent of the stores 
are operated by chains, which account 
for 9.2 per cent of the total business. 

“Failures among retailers of hard- 
ware, tools and stoves in 1931 again 
were heavy, 110 more insolvencies being 
recorded than during 1930. In the 
latter year there was a gain of 101 
failures from the total set down for 
1929. The liabilities also were larger, 


as the 753 firms that failed in 1931 had 
liabilities of $11,494,617, while for the 
643 firms that failed in 1930 liabilities 
of $9,531,060,000 were set down.” 

The complete 


record of failures 





among dealers in hardware, tools and 
stoves in the last five years, as ap- 
pearing in the compilation of R. G. 
Dun & Co. is: 


Year Number Liabilities 
1927 465 $7,558,772 
1928 507 8,337,317 
1929 542 8,595,604 
1930 643 9,531,080 
1931 753 11,494,617 





New England Forecast 
Shows Mixed Trend 


A forecast of business conditions, 
based upon the reports of forty-three 
commodity committees at the recent 
annual meeting of the New England 
Shippers Advisory Board, reveals that 
twelve of the forty-three anticipate in- 
creased business during April, May 
and June as compared to those months 
last year. -Twelve expect no change 
and nineteen anticipate decreased busi- 
ness. 

An increase of 40 per cent is fore 
seen in pumps, tanks and boilers, and 
the boot and shoe industry believes 
business will be 15 per cent better. All 
of the other prospects for a brighter 
situation are based on reports estima! 
ing the improvement all the way from 
2 to 10 per cent. 

As far as the textile industry is con- 
cerned, the only word of encouragement 
comes from the woolen industry, and 
that is under the qualification of a 
slight increase. The cotton prospects 
are declared to be unchanged, and from 
the cordage, twine, rope and fiber peo- 
ple is reported the expectation of a 15 
per cent decrease. 

The forecast relative to sugar is an 
increase in business 
from 5 to 10 per cent: 
packing prod- 
ucts, 5 per cent in- 
crease; dairy products. 
3 per cent increase. 
Other committee re- 
ports predicting some 


house 


improvement are: 
Hardware and_ small 
tools, 5 per cent; ce- 
ment, 5 per cent: 
brick and tile, 2 per 
cent; petroleum prod- 
ucts, 3. per cent, and 
explosives, 5 per cent. 








Unusual tool window 
by Swank Hardware, 
Johnstown, Pa. 
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Moving Day 
SPECIALS 


We know there’s plenty of 
things you will need when you 
move and that’s just why we 
made a supreme effort to supply 
these specials for you. Take ad- 
vantage of this opportunity. 
You'll be able to buy your needs 
for at least % less and make a 
real saving for the first month’s 
rent. 


(List Specials 
with Prices) 


YOUR STORE NAME 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations: Copy is 
always supplied in so far as it is practical for use by all of our clients. 


The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the find. that. b to give to your 
printer with the supplied ad layout keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual fea- 
tures or special economies effected by the use of the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You’ll find us willing to help you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations of these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each 
cut when less than ten cuts are ordered; when ordering ten cuts or more 
figure the charge at 30c. for each cut ordered. Inclose check with order, 
please—this saves bookkeeping of small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 


(All Ads Are Planned Six Weeks in Advance to Give You Ample 
Time to Order Illustrations) 
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PLAY BALL! 

Whether it’s Big League or just 
the local boys that want a little 
game, you'll find everything you 
need in the way of baseball sup- 
plies at (Store Name) at our 
1932 rock bottom prices—about 
% what you would expect to pay 
for this same high quality. 
Come in today—we’ve special 
prices for outfitting teams. 


(List Baseball Supplies 
with Prices) 


YOUR STORE NAME 





PAINT 


The formula for mixing this 
paint is one that has given sat- 
isfaction for years. This paint 
is easy to apply and possesses 
exceptionally good covering qual- 
ities. One gallon will cover 250 
square feet of surface — two 
coats. Compare our high qual- 
ity and low price. 
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(List Paints 
with Prices) 


Woven Stripe Awnings 
Positively Will Not Fade 


A screw driver and a hammer are all 
you need to attach these exceptionally 
fine quality awnings. These woven 
stripe awnings are the same on both 
sides and absolutely will not fade. 
The color combinations are new and 
very smart to harmonize with your 
home. Complete with fasteners, ropes 
and pulleys, ready to attach. Height 
( ), width ( ). 





NAME 


YOUR STORE 
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_ Always Advertise Your Best Sellers 
_ Give Your Customers What They Want 
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Give Her a 


Practical Gift 


If you really want to 
gladden Mother’s heart— 
give her a practical gift 
from our Housewares De- 
partment. The quality is 
high—the kind that will 
last and give satisfaction 


throughout the years. 





Kitchen Clock 


An eight day key wind 
kitchen clock that is sure 
to give satisfaction. Beau- 
tifully finished in white 
semi porcelain, trimmed 
with green. Clocks fit 
close against wall com- 
pletely enclosing the 
movement. 5 in. dial 
with plain numerals. 





Aquariums 


They add greatly to the 
cheer and charm of the 
home. A good looking 
wrought iron stand with 
a gracefully rounded clear 
crystal bowl. 1% gal- 





lons capacity. 


(List Items 
with 
Prices) 
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Coffee 
Percolator 


A fine well made alumi- 
num coffee __ percolator, 
welded = spout, hinged 
cover — good size quick 
heating base. The foun- 
tain percolator type that 
uses less to make fine 
coffee. 





J9 
Bird Cage 
A very attractive bird 
cage in a nice large 
size ( ) inches in di- 
ameter, wire to wire. 
Drawer base makes it 
easy to clean, unbreak 
able cups. Lovely green 
finish trimmed in bronze. 


A New Oil Range 
Will Please Her 


A real beauty—finished in lustrous black 
and green lacquer—this convenient size 
3 burner oil range. It burns common kero- 
sene and costs only a few cents a day to 
cook your meals, A wonderful convenience 
and fuel saver during the Spring and Sum- 
mer months. 1 gallon tin oil tank. 3 stand- 
ard 3% in. size wickless burners—height to 


cooking top 32 inches. 


Blue steel oven lined 


with asbestos, 18x12x12 inches. Wonderful 
baker. Price with oven 


YOUR 


STORE 
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NAME 





Glorious Days 
(At Store Name) 


e 


Never have we seen our cus- 
tomers happier, their faces 
more cheerful, their step more 
sprightly than when they have 
visited our store and shared our 
wonderful values. Prices are 
down to a pre-war level—your 
dollars buy twice as much as 
you are accustomed to receive 
for them. Join our happy throng 
and you'll forget about that re- 
duced income. 


© 
YOUR STORE NAME 
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Baby Week 
SPECIALS 


You’ll be surprised when you 
see the clever things we've as- 
sembled for baby. We're really 
very proud of them—their vari- 
ety, their fine quality and their 
remarkably reasonable prices. 
Let us help make baby happy. 


(List Baby Needs 
with Prices) 


YOUR STORE NAME 



























Milarvin’s Store Mileetings 


ments at the Marvin Hard- 

ware Store. First the tables 
had been arranged according to 
a plan suggested by Charlie Han- 
son and worked out by a com- 
mittee of employees. Then Eddie 
Scanlon’s powder test had been 
applied and several changes 
made. Van Davis has suggested 
changing the location of the 
wrapping counter, contending 
that customers who came to it, 
faced the back of the store, and 
saw little but the space devoted 
to unpacking goods. It was 
moved to a position along the 
side, near the rear, where cus- 
tomers would face some of the 
ledge displays. The position of 
the office seemed to interfere with 
store traffic, and arrangements 
were already under way to place 
it on the left of the store at the 
rear instead of in the center. 
Meanwhile Eddie was keeping a 
check on the movement of goods 
shown at the tables, and several 
changes had been made resulting 
in increased sales. 


[ has been a week of experi- 


A Change in Discussions 


Thursday evening as closing 
time drew near, Mr. Marvin 
called the force together for a 
moment and said: “I think we 
have our table arrangement prob- 
lem well on the road to solution. 
I’m going to ask the committee to 
finish the job withont any further 
general consultations with the 
rest of us. Of course suggestions 
are always in order, but they can 
be made directly to the commit- 
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Editor, Harpware AGE 


tee members. That will give us 
more time in our store meetings 
to discuss other matters in which 
we are all interested. That is all 
I wanted to say, boys.” 

“Gee,”’ said Charlie Hanson to 
Bill Higgins as they resumed 
their task of putting things in 
readiness for closing, “that cer- 
tainly puts me in a hole.” | 
thought my job tomorrow night 
would be a ‘cinch.’ Now I’ve got 
to dig up a subject and plan a 
regular store meeting. Got any- 
thing on your mind, Bill?” 

“Nothing startling,” Bill re- 
sponded, “but I think I have an 
idea for you to start off with. 
We'll talk it over this evening.” 


Charlie Hanson Gets 
an Idea 


The following day Charlie 
spent a good half hour in earnest 
conversation with one of the job- 
ber’s salesmen who covers the 
territory in which the Marvin 
store is located. He then made 
an inspection of the interior dis- 
plays, jotting down notes as he 
moved from table to table. It 
was noticeable also that he 
seemed to be paying particular 
attention to the conversation be- 
tween the salesmen and those who 
entered the store. After the store 
closed he moved one of the dis- 
play tables into the space where 
the store meetings are held and 
placed it near the flat topped desk 
reserved for the presiding officer. 

Two hours later when the em- 
ployees had assembled for the 
weekly conference, he opened the 


session and began: “What I have 
to say may give some of you fel- 
lows a jolt, but there’s nothing 
personal in it. I’ve been taking 
notes today on the conversations 
in this store between the salesmen 
and the customers. I wonder if 
you realize what a fine bunch of 
crepe hangers you are. In every 
talk I listened to, the word ‘de- 
pression’ bobbed up. Usually it 
started with an employee asking 
the customer “How are things 
coming along with you?” Then 
the customer drew a long face 
and blurted out a hard luck story. 
It usually ended with the sales- 
man showing the prospect the 
cheapest thing in stock in the line 
he inquired about.” 

He drew out his note book and 
continued: “Here’s a sample. I 
won’t mention any name, but I 
heard one of our salesmen say 
to a farmer: ‘Yes, times are cer- 
tainly tough, and I know you 
can’t afford to buy the things you 
would like to. We’ve got a pretty 
fair shovel here, however, that I 
can sell you cheap.’ 

“T heard about the same line 
of talk handed out over a dozen 
times today. I’d like to have Mr. 
Marvin tell us his opinion of this 
matter.” 


A Jolt for Mr. Marvin 


The face of the proprietor was 
decidedly sober as he stood up 
and faced the gathering. “I 
didn’t realize it was as bad as 
Charlie paints it,” he said slowly, 
“vet it is confirmed by the sales 
slips I looked over this evening. 
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The Gang decides to 
quit talking depression 
and save conversation 


for SALES. 


I guess I’m partly to blame, I’ve 
been doing a lot of sympathizing 
myself. Now as a matter of fact 
our business has shown a fair 
pick up since the first of the year. 
Our sales for January and Feb- 
ruary are ahead of those for the 
same months in 193]. There is 
no reason for us to preach pes- 
simism and we are only hurting 
business when we do it. Here- 
after it will be a store rule that 
no employee is to talk “depres- 
sion’ in this store. I hope none 
will talk it outside. In order to 
avoid it, let’s make it a point not 
to ask questions which will invite 
‘hard luck stories.’ ” 


Tell the Truth 


“What will we say when any 
one asks us how business is?” 
Van questioned. “Be truthful 
about it,” said Mr. Marvin. 
“Say ‘our business is better than 
it was last year,’ then cite some 
item or line that is moving well 
and tell the customer about it. 
Try to make all your conversa- 
tions lead to sales.” 

“T can see where Mr. Marvin 
is right,” said May Garvin. “We 
have fallen into a habit of talk- 
ing ‘depression,’ and it is having 
an effect on business. However,” 
she went on, “it’s natural for us 
to talk as we do. Almost every 
traveling salesman who somes in 
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*“T] wonder if you 
realize what a fine 
bunch of crepe 
hangers you are,” 
said Charlie 


starts off by asking: ‘How’s busi- 
ness,’ and I’ve heard Mr. Marvin 
himself say: ‘Well, it’s not as 
good as it ought to be.’ Generally 
before he leaves, the salesman 
works in a hard luck story of his 
own. I know that Mr. Marvin 
didn’t order as much spring mer- 
chandise as he had intended to, 
and I imagine it was due to what 
the salesman said about other 
orders he had taken.” 

Mr. Marvin nodded sheep- 
ishly. “That is exactly so, May,” 
he said. “I guess we will have to 
answer salesmen just as we plan 
to answer customers. Then I 
think I will tip them off not to 
tell me how other dealers are 
ordering. This is the business we 
must think of, and I firmly be- 
lieve our stocks in many lines are 
below what they should be. I’m 
going to check up and place some 


more orders—that is, if some one 
don’t talk me out of it,” he added 
with a smile. 


“IT guess that problem is 
solved,” Charlie said. ““We won’t 
even discuss it any further. Now 
[-have another matter to bring 
up. I have found out from in- 
quiries that there are still a lot 
of people in this town who think 
we are high priced. I rather 
imagine that this impression is 
due to the fact that other stores 
are always advertising specials 
and we seldom do. Don’t you 
think we should have some week- 
ly specials and advertise them?” 

“I do,” said Van positively. 
“In fact I spoke to Mr. Marvin 
about it last week. He thought it 
might be a good plan, but said 
he didn’t know what to use for 
specials. 


(Continued on page 28) 
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The Hardware Age Original 


RIGHT spring days just 
naturally suggest to the 


average person that he 
should brighten up his own sur- 
roundings. It is not a very great 
task to convert this desire into 
sales for the hardware store. It 
is to the hardware store that the 
customer turns naturally for the 
needs of the home at this season 
of the year. Lawn mowers, gar- 
den hose, seeds, fertilizer and 
all the other items that are so 
necessary, bring them into the 
store. 
Our window display sugges- 
tion for this week, again using 
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the HarpwarE AGE interclange- 
able display fixtures, show how 
attractively and effectively these 
lines of merchandise may be pre- 
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sented. Note again how the 
handles of the rakes, etc., point 
to the central poster and the 
other items. Uniform price 
tickets are used, thereby getting 
the benefit of repetition. The 
central poster is a simple one to 
prepare, and by its very simplic- 
ity is easy to read and remember. 

Colors for the windows and 
tickets at this time should be 
dominated by greens, yellows 
and some white if desired. These 
colors suggest sunshine, spring 
and cleanliness. Colors, believe 
it or not, have a strong psycho- 
logical effect upon people, and 
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|| Window Display Suggestions 


F, 


the proper synchronizing of 
them in your window displays 
will produce more sales than you 
may imagine. 

Quite as important as the gar- 
den and lawn season is that of 
housecleaning with its attendant 
renewing of dishes, and other 
housefurnishings. To the aver- 
age housewife and to many hus- 
bands, too, these lines are most 
interesting. Really attractive 
displays of this merchandise 
should be a regular feature of 
all hardware store windows. 
Our arrangement here is worked 
out to avoid crowding, and if 
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some thought is given to the mat- 
ter of harmonious color arrange- 
ments in the window as a whole, 
results will be more gratifying. 


Harmonious Colors 


Do not have clashing colors—- 
stick to some combination that is 
pleasing. You cannot show all 
the merchandise in one display, 
so make what you do show pleas- 
ing in effect. Clashing colors 
will cause people to be disinter- 
ested and you lose sales. If you 
are partial to pink cannisters— 
that is no reason why they 
should be included in every dis- 


play. You can make a glorious 
showing of pink stuff to your 
heart’s content, but don’t use it 
just because you like it. Your 
housewives may be partial to 
other colors. Give them all a 
chance in turn, but in_ their 
proper setting. 

Two additional arrangements 
of the display fixtures are shown 
on these pages. By the way, 
have you sent to the window 
display editor for your set of in- 
structions telling how to build 
these fixtures? You can have a 
sheet of instructions for the 
asking. 
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The Sales Tax Would Affect Practically 
All Hardware 


House Committee Senses Growing Hostility but Persists 
Toward Favorable Action Because Measure Is Considered 
Desperate Necessity 





(From Our Washington Bureau) 
The manufacturers’ sale tax 
is a source of _per- 
plexity. This was be ex- 
pected. For it is a new prin- 
ciple of taxation in the United 
States. It bears resemblance to 
excise sales taxes that have ap- 
plied heretofore, but it goes much 
further and through a system of 
licensing manufacturers with 
gross receipts in excess of $20,- 
000 a year provides for a tax of 
2% per cent upon the price at 
which the manufacturer or pro- 
ducer sells the commodity. Con- 
structed to avoid duplication, 
the bill places the tax upon the 
article ready for ultimate con- 
sumption. This in itself is only 
a rough outline of the plan of 
taxation. It can be nothing else. 
There are so many ramifications 
that they could not all be stated 
in a general statement. To il- 
lustrate one point, the term fin- 
ished article is relative. What 
may be a finished product for 
one producer may be the raw 
material for another. 

But hardware lines are 
cially susceptible as the point of 
fixing the taxation for certainly 
in most instances they are the 
ultimate product. So hardware 
manufacturers, gun and ammu- 
nition makers, sporting and ath- 
letic goods manufacturers, will 
be especially active “collection 
agents” for the United States 
Government in gathering in 
taxes. 

The House Committee on 
Ways and Means conceded that 
innumerable situations will arise 
where readjustments will be nec- 
essary and the bill seeks to fore- 
see the possibilities as far as 
possible and to allow for them. 
The committee also realized that, 
despite claims that the Canadian 
sales tax, of which the Ameri- 
can plan is largely a copy, is 
highly effective in raising rev- 
enue, the idea of a sales tax 
meets with great disfavor in the 


naturally 
to 


espe- 
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| United States. All taxes neces- 
|sarily are unpopular but a sales 
tax is especially so. Yet the 
committee had reached a point 
of near-desperation to balance 
the Treasury budget and turned 
to the sales tax as the last re- 
|sort. Recognition of its unpopu- 
| larity is seen in the fact that the 
committee refers to it as an 
emergency measure and in the 
assurance to the country that it 
|is not intended to remain per- 
|manently in force. Provision is 
| made that the tax shall cease at 
'the close of the fiscal year 1934. 
The tax would become effective 
| 30 days after enactment, or prob- 
| ably about June 30, 1932. It 
| would be payable 30 days after 
| it is due, thus calling for month- 
‘ly returns to be made by manu- 
|facturers who collect the tax. 
| Reports that the pending 
| measure might start a rush to 
purchase merchandise before it 
|is passed overlook one of the 
| provisions which took this mat- 
|ter into account. This provision 
|requires purchasers to pay taxes 
on contracts made before March 
1, 1932, for future delivery. 

In order to prevent pyramid- 
ing, the bill permits the sale of 
|articles tax free from one li- 
censee to another until it reaches 
the final manufacturer, where 
the tax is assessed. As has been 
stated, this will include virtually 
all hardware lines and other 
lines mentioned. So that each 
member of a competitive group 
must pay upon substantially the 
same basis as all his competi- 
tors, even sales methods differ, 
the bill requires that every effort 
be made to ascertain the manu- 
facturers’ or producers’ price at 
the place of manufacture or pro- 
duction. 

In the case of those commodi- 
ties which are ordinarily sold at 
wholesale, this price will be the 
price at which the manufacturer 
sells to the wholesaler, even 
though the particular sale is at 
retail. This price may be es- 





| 
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| 
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tablished with respect to any par- 
ticular sale or class of sales, for 
example, by existing wholesale 


| prices, or by a system of dis- 
| counts from retail prices, or by 
| building up from cost of pro- 


duction, whichever method may 
be the most practical. On the 
other hand, many commodities 


| are not sold at “wholesale”—such 


as articles sold on specification 
or on special order. In cases of 
this kind, the tax is imposed 
upon the price at which the arti- 


| cle actually is sold by the manu- 





facturer. Arriving at the tax- 
able price is one of many ad- 
ministrative features that will 
have to be worked out between 


affected industries and the Bu- 
reau of Internal Revenue. 
In the administration of the 


provision with respect to retail 
expected that the 
of Internal 


sales, it is 
Commissioner 
enue will be able to make 
agreements on the same _ basis 
with all manufacturers in a given 
industry, as to the method of ar- 
riving at the basis for the tax. 
This is intended to eliminate the 
discrimination in the operation 
of the tax between competitive 
manufacturers which would in- 
evitably result if the law com- 
pelled the use of the actual re- 
tail price, or if it provided an 
inflexible rule for determining 
the fair manufacturer’s price. 
There is also a provision cover- 
ing readjustments such as cash 
or quantity discounts, credit for 
return of or containers 
and any other bona fide rebate 
or allowance amounting to a 
change in the sale price. No 
provision made with respect 
to bad debts. The Committee 
holds that they do in fact con- 
stitute a recission of the sale or 
readjustment of the price and 
should be covered by the manu- 
facturer himself, either by a re- 
serve for bad debts or otherwise. 


goods 


is 


STEIN HARDWARE CO. 
HAS BEEN REORGANIZED 


The Stein Hardware Co. has re- 
organized with its headquarters 
at 164 Sherman St., Passaic, 
N. J. Gus Stein, head of the 
company, was owner and founder 
of the former firm of the same 
name. Catalogs and price sheets 
are requested by Mr. Stein. 


Rey-_ 





SCHREINER, PRESIDENT 
OF STEETS SUPPLY CO. 
Louis Schreiner was elected 
president of Steets Supply Co., 
492 Ninth Avenue, New York 
City, at the recent annual meet- 





LOUIS SCHREINER 


ing of the organization. He 
joined the Steets company in 
March, 1930, becoming treasur- 
er in August of the same year. 
Mr. Schreiner is well known to 
the trade in the metropolitan 
area, having had thirty-one years 
of experience before going with 
the Steets organization. He re- 
tains the office of treasurer of 
the company. 

The Steets store, which was 
established at the same address 
in” 1868, has been completely re- 
modeled. A complete line of 
hardware, tools and engineers’ 
supplies is now handled by the 
firm. 


PUKWANA FIRM BUYS 
STAEHLE HARDWARE 


The Staehle Hardware store, 
Mitchell, S. D., has been pur- 
chased by the Sanborn Newman 
Investment Co., Pukwana, S. D. 
S. S. Stowell will manage the 
store. Mr. Staehle plans to open 
a hardware store in Burt, Iowa. 


C. E. CARPER ACQUIRES 
MADDOX & SON STORE 

C. E. Carper has taken over 
the hardware store in Oberlin, 
Neb., formerly owned by C. S. 
Maddox & Son. 
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STRAWN, SALES MGR.., 
STEWART-WARNER CORP. 
* REFRIGERATION DIV. 
W. J. Zucker, vice-president 
and general sales manager, 
Stewart-Warner Corp., Chicago, 
Ill., has announced the appoint- 





CHARLES W. STRAWN 


ment of Charles W. Strawn as 
sales manager of the newly- 
formed division handling refrig- 
eration sales. Mr. Strawn has a 
wide acquaintance among dis- 
tributors and dealers, having 
served as manager of the Stew- 
art-Warner wholesale radio divi- 
sion, as divisional manager for 
Lyon & Healy, Chicago, [ll., and 
as general manager of both the 
Cleveland and Buffalo branches 
of the Wurlitzer Co. 

C. G. Dutemple has been ap- 
pointed assistant to Mr. Strawn, 
Jerry Golton will head the ser- 
vice department. 


ISSUE RECOMMENDATION 
ON FORGED TOOLS 


The United States Department 
of Commerce, Bureau of Stand- 
ards, has issued simplified prac- 
tice recommendation R17-31 on 
forged tools. Copies may be ob- 
tained from the Superintendent 
of Documents, Government Print- 
ing Office, Washington, D. C. 





N. Y. PAINT CLUB HEARS 
HUMPHREY AND MASTON 


Judge W. E. Humphrey, chair- 
man, Federal Trade Commission, 
Washington, D. C., and Willard 
E. Maston, president, National 
Paint, Oil & Varnish Association, 
Inc., were the guest speakers of 
the March 10 meeting of the 
New York Paint, Oil & Varnish 
Club at the Waldorf-Astoria, 
New York City. President Ralph 
M. Roosevelt, Eagle-Picher Lead 
Co., conducted the meeting, 
which was attended by more 
than 150 members and guests. 

Mr. Maston explained the asso- 
ciation’s activities. He said that 
there was no real connection 
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these days between purchasing 
and sales departments in many 
businesses. Mr. Maston felt that 
the paint industry was not with- 
out some of the confidence that 
is so sorely needed today, but 
that more attention should be 
given to educate dealers to be 
better merchandisers. He said 
that too much attention has been 
given to manufacturing problems 
and not sufficient attention to 
selling, as that end of the busi- 
ness had not been such a great 
problem until recently. 

Judge Humphrey told the club 
of the operations and powers of 
the Federal Trade Commission, 
which he said sought to clean 
house within an industry by -:o- 
operation from that industry 
rather than by prosecution. He 
said that the commission’s ac- 
tivities directly affect more peo- 
ple than any other judicial body. 
Judge Humphrey pointed out 
that fraudulent advertising robs 
the people of this country of 
millions of dollars a year. One 
hundred and forty trade practice 
conferences have been held by 
the commission, according to the 
judge. 

George V. 


Horgan, general 


manager, Save the Surface Cam- 
paign, told the club that the com- 
mission had helped the paint in- 
dustry considerably in handling 
the matter of unfair practices. 
The New York Club now has 
an office at Room 1632, Graybar 
Building, New York City, in 
charge of Miss Helen Senker. 
The telephone is MOhawk 4-2010. 


ROCHESTER ASS’N PAST 
PRESIDENTS’ NIGHT 


The March meeting of the 
Rochester Hardware Association, 
Rochester, N. Y., was in the form 
of a Past Presidents’ Night. Ten 
past presidents came out in re- 
sponse to the invitation of Presi- 
dent Harvey Hunt. Past officers 
attending were: Leon B. DuBois, 
C. M. Carpenter, James E. Shat- 
zel, John Ferguson, Martin Van 
Dussen, I. R. Gauger, J. P. Josh, 
F, J. Simmons, Albert D. Martin 
and E. J. Sanger, Messrs. Shat- 
zel and Carpenter having served 
two terms each. 

The association, which was 
founded in 1919, has a member- 
ship of forty-eight. A member- 
ship campaign is now being con- 
ducted. 








I. C. C. REJECTS PULLMAN PROPOSAL 


Will Not Allow 20 Per Cent Extra Charge for Second Pas- 
senger Using Sleeping Berth—Says Charge Not Justified by 
Services Rendered in Present Conditions 


(From Our Washington Bureau) | ond 


The Interstate Commerce Com- 
mission has turned down the 
proposal of the Pullman Co., and 
certain railroads to establish a 
charge for a second interstate 
passenger in sleeping car berths. 


The Commission said the charge | 


By schedules 


was not justified. 


filed to become effective Oct. 15, | 


1931, the Pullman Co., Chicago, 
Milwaukee, St. Paul & Pacific, 
and other lines in the Northwest 
proposed to establish a charge 
of 20 per cent of the lower berth 
fare for a second interstate pass- 
enger aged 12 years or over 
where two passengers occupy the 
same berth. Upon protest of 
the Arizona Corporation Com- 
mission, the Travelers’ Protec- 
tive Association of America, and 
several moving picture interests 
the schedules were suspended 
and hearings held. The sched- 
ules also provided for surcharges 
to accrue to the railroad at the 
current rate for such charges, 
which, of course, would base 
upon the berth fare applicable. 
For example, where the present 
lower berth fare is $2.50 the pro- 
posed charge of 20 per cent of 
the lower berth fare for the sec- 


passenger occupying the 
berth would amount to 50c. The | 





lower berth fare for two occu- 
pants thus would be $3. Adding 
the surcharge at the current rate 
the total would be $4.50. 

| “No introduced 
to justify sur 


’ 


evidence was 
the increased 
| charges,” said the Commissipn. 
“and such increases are not pro- 
posed by or in the name of the 
carriers to which they will ac- 
crue, as to the great bulk of the 
sleeping car traffic, which is con- 
ducted by the Pullman Co. The 
present surcharges were initiated 
at a time when transportation 
conditions were abnormal, and 
we cannot say that any increase 
therein, in the light of present 
conditions, is justified. The pro- 
posed tariffs are submitted as a 
unit, and it is not for us to dis- 


four are Commissioners Mahaffie, 
Meyer, McManamy and Brain- 
erd. Had the tariffs become ef- 
fective it is understood that they 
would have been made effective 
throughout the country. 





integrate them.” 

Four of the eleven commis- 
sioners favored allowing the | 
tariffs to become effective. The 


B. F. GROFF 40 YEARS 
WITH SLAYMAKER LOCK 
Burt F. Groff has been with 
The Slaymaker Lock Co., Lan- 
Pa., and its predecessor 
1892. He went on the 


caster, 
since 

















GROFF 


BURT F. 


road in 1899 and has since cov- 
ered nearly every jobbing point 
in the United States and Canada. 
In 1911 he went to Indianapolis, 
| Ind., where headquarters were 
| established, and he became dis- 
| trict sales manager. He continues 
to direct sales in the midwest 
territory, spending most of his 
time in active contact with job- 
bers. 

Mr. Groff has played a major 
part in the evolution of Slay- 
| maker products, having designed 
| many of the best selling members 
| of the line, including a patented 
tire lock. 


METCALF HEADS CENTRAL 
NEW YORK ASSOCIATION 

The Central New York Hard- 
ware Association held its March 
meeting at the warehouse and 
offices of the Syracuse Glass Co., 
Syracuse, N. Y., as guests of the 
company at dinner. Officers 
elected for the year are: B. F. 
Metcalfs Jr., president; J. A. 
Klamm, vice-president; Clarence 
Miller, treasurer, and John B. 
Foley, secretary-manager, New 
York State Retail Hardware As- 
sociation, secretary. 

The association is at present 
conducting a campaign to dis- 
courage the purchase of hard- 
| ware items by consumers at 
| wholesale prices through shop 
| clubs, courtesy orders and simi- 





lar methods. 

Guests at the meeting were 
officers of Butler Bros., New York 
City, and several retail dealers 
from nearby The April 
meeting will be held at the re- 
tail salesroom of Burhans & 
| Black, Inc., Syracuse, N. Y. 


cities. 
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WESTERN MASS. DEALERS 
MEET IN SPRINGFIELD 


Members of the Western Mas- 
sachusetts Hardware Dealers’ As- 
sociation met March 9 at the 
Hotel Highland, Springfield, 
Mass., at which time a business 
session and question-box period 
was held. 


ALBANY HARDWARE CO. 
HOLDS ANNUAL MEETING 


The annual stockholders’ meet- 
ing of the Albany Hardware & 
Iron Co., Albany, N. Y., was re- 
cently held at the company’s of- 
fices. Officers elected are: Pres- 
ident, William H. Gick; vice- 
president, W. C. Dearstyne; 
treasurer, H. L. Warner; secre- 
tary, William E. Foskett, and 
Dudley H. Robinson, manager. 





EBBERS HARDWARE HAS 
NEW STORE LOCATION 


The Ebbers Hardware Store 
was recently moved from the 
Buhler Building, Pine Street, 
Sheboygan Falls, Wis., to the 
Tenn Building in the same town. 





MURRAY CO. TO HOLD 
PARTY, APRIL 6-8 


The annual Big Party of the 
Murray Co., Honesdale, Pa., wiil 
be held April 6, 7 and 8. Bob 
Murray invites all hardware men 
and friends to attend. The party 
has been an important annual 
event in the trade for many 
years. 

AUTOMATIC WASHER CO. 
APPOINTS DISTRIBUTORS 


The Automatic Washer Co., 
Newton, Iowa, recently  an- 
nounced new distributors. The 
Eisenbrandt Co., Inc., Baltimore, 
Md., and Washington, D. C.; F. 
D. Pitts Co., Boston, Mass.; 
Northern Distributing Co., New- 
ark, N. J.; The Capitol City Dis- 
tributing Co., Albany, N. Y., and 
Specialty Wholesalers’, Inc., Buf- 
falo, N. Y., have been appointed. 
In the middle west the Goodlin 
Radio Co., South Bend, Ind., and 
the Capital Electric Co., Indian- 
apolis, Ind., have been named 
distributors. On the west coast 
Stubbs Electric Co., Portland, 
Ore., and Homer King, Inc., of 
Tacoma and Seattle, Wash., have 
been added to the list. 


FRIGIDAIRE SALES FORCE 
MEETS IN N. Y. CITY 


Members of the sales force of 
the Frigidaire Corp., Dayton, 
Ohio, met March 14 at the Wal- 
dorf-Astoria, New York City. The 
program was sponsored by H. W. 
Newell, vice-president in charge 
of sales, and was based upon his 





experience as manager of the 
company’s New England opera- 
tions. The New York meeting 
was one of 39 spring conventions 
being held during the month of 
March. 


DeFOREST PURCHASES 
JENKINS TELEVISION 


At a_ stockholders’ meeting 
held on Friday, March 11, the 
DeForest Radio Co., Passaic, 
N. J., was authorized to purchase 
the assets of the Jenkins Tele- 
vision Corp. Leslie S. Gordon, 
president of both organizations, 
stated this move will effect 
marked savings in the operations 
under joint management, as well 
as facilitate the more rapid de- 
velopment and exploitation of 
television. The consolidation of 
interests completes the plans of 
the DeForest company, begun 
with the acquiring of a control- 
ling interest in the Jenkins Cor- 
poration through an exchange of 
stock, some two years ago. 





HURLEY AGAIN PRES. 
WASHING MACHINE ASS’N 

E. N. Hurley, president, Hur- 
ley Machine Co., Chicago, IIL, 
elected president of the 


was 
American Washing Machine 
Manufacturers Association for 


the third time at the annual con- 
vention held in Chicago, Til. 
Other officers are: Vice-presi- 
dents, A. H. Peters, I. N. Mer- 
ritt and M. R. Scott, and treas- 
urer, William H. Voss. 


TAYLOR HARDWARE 
OPENS IN MARTINSBURG 
Taylor’s Cash Hardware Store 


opened recently at 231 N. Queen 
St., Martinsburg, W. Va. 





FLEMING ACQUIRES 
J. N. MacNEILL BUSINESS 


Edward M. Fleming has pur- 
chased the hardware store on 
Elm St., Cohasset, Mass., con- 
ducted for the past ten years by 
John N. MacNeill. Mr. MacNeill 
will continue his plumbing and 
heating business, located in the 
same building. 





EASTMAN CONTINUES AS 
MANUFACTURERS’ AGENT 


Wilbert E. Eastman, who for- 
merly had charge of the Chicago 
office of Wiebusch & Hilger, Ltd., 
will continue as direct repre- 
sentative of Utica Cutlery Co., 
Utica, N. Y.; American Shearer 
Mfg. Co., Nashua, N. H.; Schaaf 
& Good Co., Fremont, Ohio; 
Kinsfolks, Inc., Little Valley, 
N. Y.; Keiser Mfg. Co., Reading, 











Pa., and J. T. Henry Mfg. Co., 
Hamden, Conn. Mr. Eastman’s 
office is in Room 412-B Madison 
Terminal Building, 9 South Clin- 
ton Street, Chicago, IIl. 





EDWARDS, PRESIDENT OF 
WYANDOTTE PAINT CO. 


The Wyandotte Paint Products 
Co., Wyandotte, Mich., was re- 
cently formed and is said to be 
the first full line paint manufac- 
turer in the city. Sales efforts 
will be concentrated on indus- 
trial finishes for production pur- 
poses. Officers are: President, 
A. W. Edwards; vice-presidents, 
G. F. Schermerhorn and L. C. Ed- 
wards; treasurer, C. A. Brethera, 
and secretary, C. W. Oliver. Mr. 
Schermerhorn was formerly with 
the Detroit White Lead Works 
and Detroit Graphite Co., selling 
the industrial trade. Mr. Oliver, 
who was formerly with the De- 
troit Graphite Co., was also in 
charge of manufacturing at the 
Eagle Paint Co. He has charge 
of manufacturing with the new 
firm. 





SUGGEST CHANGE IN 
RECOMMENDATION No. 57 


The Bureau of Standards, De- 
partment of Commerce, Washing- 
ton, D. C., has announced that 
the industry’s standing commit- 
tee in charge of Simplified Prac- 
tice Recommendation No. 57, 
wrought iron and wrought steel 
pipe, valves and fittings, has 
unanimously decided that ihe 
present schedule will be improved 
if the 3% inch nominal inside 
diameter pipe is dropped from 


table 3-—-“double  extra-strong 
pipe.” 
ADELMAN IS PRESIDENT 


ONE MINUTE MFG. CO. 


The One Minute Mfg. Co., 
‘Newton, Iowa, has been reorgan- 
ized and will be known in the 
future as the One Minute Wash- 
er Co. Officers of the company 
are: Chairman of the board of 
directors, Fred C. Bergman; 
president, Julius D. Adelman; 
vice-president, Clyde B. Charl- 
ton, and secretary and treasurer, 
Robert C. Hammer. 





OBITUARY 


AL DOWNS 


Al Downs, 49 years old, died 
Thursday, March 17, at his home 
in Hollis, N. Y. For many years 
the vice-president of James & 





AL DOWNS 


Hawkins, Inc., Queens Village, 
N. Y., operators of 12 stores on 
Long Island, Mr. Downs had been 
the executive buyer of the com- 
pany for about 28 years. Well 
known and well liked in the 
trade, he was one buyer who al- 
ways enjoyed a reputation for fair 
dealing with his sources of sup- 
ply. Among the many salesmen 
who called on the firm he was 
very popular. His passing will be 
a real loss to his associates and 
many business friends. About a 
year ago Mr. Downs suffered a 
severe heart attack from which 
he really never quite recovered. 
Although for some months he 
has been at his desk daily his 
health has been poor. His las! 
public appearance in trade af- 





fairs was at the Hardware Boost- 
er party on March 3. The day 
of his death he was again seized 
with a heart attack, went home, 
lapsed into a coma and died a 
few hours later without regain- 
ing consciousness. A widow sur- 
vives. 


FRANK B. SMITH 


Frank B. Smith, 59, Charlotte, 
N. C., hardware dealer, was 
drowned recently. He had been 
active in the Smith-Wadsworth 
Hardware Co. in that city for a 
long time. 


~ WALTER M. WESSLING 


Walter M. Wessling, 44, con- 
nected with the Kruse Hardware 
Co., Cincinnati, Ohio, for twenty- 
eight years, died recently at his 
home in Bellevue, Ky. Mr. 
Wessling was a director of the 
company and had traveled for the 
organization for the past nine- 
teen years. 


JOSEPH T. PETERS 


Joseph T. Peters, 59, secretary 
and treasurer, Skandia Hardware 
Co., Rockford, IIl., died March 
9, following several years of fail- 
ing health. Mr. Peters had been 
active in banking and _ political 
circles in the community. 

Articles describing merchan- 
dising methods of Skandia Hard- 
ware Co., have frequently ap- 
peared in Harpware AcE. 
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Profit Opportunities of the Era Ahead 


by LLEW 8S. SOULE 


reverse side of a major business cycle; that 
for a certain period of years there will be a 
trend toward lower prices. Based on records of 
the past, this assumption is well founded and logical. 
However, it should not be interpreted too literally. 

To begin with, the conclusions of the economists 
are based on an average covering a period of the 
next twenty years or more. Meanwhile in the past 
two years, we have already taken an extremely large 
percentage of what is estimated to be the total de- 
cline for the period of the major business cycle in 
question. Spread over the remaining years of that 
cycle the declines for any one year will be com- 
paratively slight. 

In addition, we must remember that in these 
major business cycles, the rise or decline of com- 
modity prices is not typified by straight lines. Each 
phase consists of a series of ups and downs with the 
tendency toward either higher or lower levels. They 
are also marked by level spaces or plateaus where 
business stabilizes and the different factors are 
brought into proper alignment with each other. 

It is more than probable that when the inequali- 
ties of the present stage are ironed out, and they 
are rapidly being iron out, there will be a decided 
upward turn in prices for a time. Stocks are so low 
that any material increase in item purchases will 
bring about shortages and the natural operation of 
supply and demand will result in prices higher than 
those now in effect. Meanwhile there are many 
things which are now lower than they will be at the 
close of what economists term the “decline” period. 

The period ahead can be one of genuine prosperity. 
Much of our vaunted prosperity of the period prior 
to 1929 was unreal, built on a false foundation and 
very unevenly divided. Saunders Norvell aptly 
termed it a profitless prosperity. Manufacturers, 
wholesalers and retailers can make money in the 
period ahead, just as in any other period. It is 
merely a matter of adjusting business to conditions. 

Naturally it means that those who make and dis- 
tribute merchandise must do more constructive plan- 
ning. They must put more thought into their busi- 
ness. They must learn to think ahead rather than 
“jump at conclusions.” 

The function of retail hardware merchants is 
not only to act on well thought out plans, but to make 
the public think, in the right way, about them, their 
stores, their merchandise, their policies, and their 
prices. They must bear in mind that it is an almost 


| Tere side tell us that we are now on the 
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impossible task to make the public think favorably 
of their stores as sources of supply, unless those 
stores reflect the right kind of thinking on the part 
of the merchant’s themselves. 

In the era ahead there will be an insistent demand 
by the consumer to get his money’s worth. It is a 
serious mistake to interpret this demand as one of 
price alone. Price is a factor only as applied to 
honest dollar values. 

Hardware stores are essentially service stores. 
From years of experience, consumers have come to 
regard hardware merchants as competent judges of 
actual worth. Their chain competitors meanwhile 
have become known as exponents of price. While 
the chain stores can sell a low grade item on a purely 
price basis and get away with it, a hardware mer- 
chant loses prestige whenever the goods he sells do 
not live up to a high value standard—regardless of 
price. 

True, he cannot afford to be undersold on the 
lines he carries. At the same time he cannot afford 
to carry every item his chain competitors carry and 
compete with them entirely on their own basis of 
price. His function is to give values—recognized 
values on merchandise of accepted quality. In other 
words, to give as much for the money as his com- 
petitors do, in such form that consumers will in- 
stantly recognize the fact. This naturally means 
that he and his sales force must not only know the 
merchandise they sell, but must continually build up 
in the public mind a knowledge of values. 

Meanwhile hardware merchants must put more 
thought into the stocks they carry. Goods must 
justify their places in stock by selling on a reason- 
able turnover basis. Profitable items must not be 
penalized by other items which sell so infrequently 
that profits on them are impossible. At the same 
time stocks of goods which do sell at a reasonable 
rate of turnover, should be carried in quantities that 
will absolutely insure against “outs.” It is fatal for 
a service store to be short of items which the public 
has a right to expect them to always have available. 

The hardware man’s job from now on is to give 
the people what they want, when they want it; to sell 
a lot of articles to a lot of people on a basis that will 
satisfy their sense of value; to cut the dead wood out 
of his business, and put every ounce of his effort 
into selling merchandise that will benefit both him- 
self and the consumer. 

That is the road map to prosperity, in any busi- 
ness cycle. 
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E have all read of the 
great amount of enter- 
taining that took place at 


the recent international confer- 
ence held in London. We have 
just had the pleasure of a visit 
from a diplomat who attended 
this conference. He told us some 
things that were almost beyond 
belief. We asked him about all 
the “entertaining,” and he stated 
that there was a lot of entertain- 
ing simply because there was 
little else to do. 

Practically all of the leading 
American and English diplomats 
did not speak a word of any other 
language but English. When any- 
thing was said by a delegate, it 
was written out in his language 
and then each representative of 
the foreign countries waited un- 
til the secretaries translated what 
he had to say in the language of 
their country. Then on one sheet 
they would have the foreign rec- 
ord, and on another sheet at- 
tached, the translation. Imagine 
the time that must have taken! 


Delays of Translation 


This gentleman said when any 
note was addressed to the United 
States, if it were in a foreign 
language, it was translated into 
English and then immediately 
telephoned to Washington. Then 
the Washington answer was taken 
down in shorthand, typed in 
English, and then if the answer 
had to go to a foreign delegate, it 
was translated into the language 
of his country. Stop and figure 
out the motions! In other words, 
all of the business in London was 
done by writing notes. The con- 
ference might have been called 
“The Note Writing Conference.” 

There were many intermis- 
sions when the conference would 
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Babel 


by SAUNDERS NORVELL 


adjourn so the members could 
rest. As soon as this would hap- 
pen, all of the groups that spoke 
the same language would gather 
together. The French would talk 
to the French, the Italians to the 
Italians, the Americans and En- 
glish to each other, etc. The bar- 
rier of language made it impos- 
sible to have any informal dis- 
cussions. 


Entertainment 


In entertaining, there was 
the same language barrier, but 
nevertheless one nation would en- 
tertain another nation or several 
nations when it was impossible 
for them to talk to each other ex- 
cept through interpreters. It is 
no wonder when some important 
matter came up that Secretary of 
State Stimson was at a country 
club playing golf. We don’t 
blame him. 

This gentleman who visited us 
informed us that the same thing 
is going on at Geneva. Endless 
notes. Endless translations. End- 
less telephone calls and very 
tiresome and irritatingly slow 
progress. He said the Chinese 
were far better diplomats than 
the Japanese. The Japs may be 
good fighters but in the confer- 
ence they do not show up to ad- 
vantage. He said that one of the 
longest arguments at Geneva was 
whether the Japanese were the 
“aggressors” in China or not. It 
seems that there is a phrase in 
the treaty in regard to a nation 


that becomes the “aggressor.” 
Therefore the technical point 
was raised as to just how far a 
nation had to go to be an aggres- 
sor. The Chinese were trying to 
pin the label of “aggressor” on 
the Japanese, and the Japanese 
were carefully avoiding this 
label. 

When ‘a Japanese plenipoten- 
tiary was asked a question, the 
question was written out and 
handed to him. Everybody 
waited while he slowly read the 
question. Then when he had 
finished reading it, the Japanese 
gentleman would carefully and 
slowly write out his answer on a 
sheet of paper. Then he would 
consult his colleagues about the 
answer, and if it suited all of 
them, the answer would be read 
in Japanese. Then all the trans- 
lators would get busy transcrib- 
ing this answer into the various 
languages of the representatives 
present. 


Who Deelared the War? 


I inquired why neither the 
Japanese nor the Chinese had de- 
clared war. “Well,” said our 
visitor, “when the Japanese get 
through with this visit to China, 
there is going to be a huge bill 
sent to them for damages. If the 
Chinese had declared war, then 
there would be no bill, but since 
the Chinese have never declared 
war and the Japanese have never 
declared war, the Japanese are 
responsible for all the damage 
they have caused both to lives 
and property.” 

You will remember the Jap- 
anese arrested a Chinese general 
in civilian clothes. In his pock- 
ets were found important mili- 
tary maps and documents. He 
was promptly released, however, 


HARDWARE AGE 





oe 
Be 


a Le 


a cn 





2% 
5% 
: 
: 


yee, 


Se Ea eee 


oH 





i: 
cee 


gre 


ENE GEES 


Bc 
hes 





for the reason that as war had 
‘not been declared, they could not 
hold him. 

The best article we have read 
about the Japanese-Chinese difh- 
culty is in the March issue of the 
magazine “Asia.” This goes into 
the story very clearly and gives 
one a very definite picture of the 
situation and all of the whys and 
wherefores. This article is very 
impartial, and on many points 
justifies the action taken by the 
Japanese. We have also just re- 
ceived a pamphlet “Presenting 
Japan’s Side of the Case” from 
T. Funatsu, Chairman Japanese 
Association in China, Shanghai, 
Post Office Box 1196. We have 
glanced through this pamphlet 
and we see it is just copies of a 
series of articles from a number 
of Shanghai newspapers and 
magazines. We have not so far 
read this pamphlet, but copies no 
doubt may be obtained from the 
Japanese consulate in New York 
or the Japanese embassy in 
Washington. 


Ambassador Not a Linguist 


Ambassador Edge, our ambas- 
sador to France, formerly Sena- 
tor and Governor of New Jersey, 
does not speak a word of French. 
Absolutely all of the communica- 
tions between the American em- 
bassy and the French government 
is by correspondence. I have just 
seen a picture of the new Ameri- 
can embassy in Paris. It is a 
large, magnificent building. It 
must have cost a mint of money. 
Just think of a building like this 
intended to house our ambassa- 
dor in a foreign country, when 
the ambassador himself does not 
speak a word of the language of 
that country! We were surprised 
to learn too that former Ambas- 
sador Herrick in all the years he 
spent in France, never learned to 
speak French. One night in Paris 
at a theatre we heard Ambassa- 
dor Herrick make a speech from 
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his box. He spoke in English. 
We thought this was in deference 
to the character of the audience. 
We didn’t know at that time that 
he spoke no other language. 
However, Ambassador Herrick 
had an army officer who was al- 
most like his shadow. This ofh- 
cer spoke French fluently. He 
went everywhere with Mr. Her- 
rick. 
Likes and Dislikes 


Our visitor stated smilingly 
that Ambassador Edge had a very 
keen sense for people. Some 
people he liked and some he did 
not. Therefore in Paris he was 
accompanied by Americans he 
liked, regardless of their ability 
to speak French, and sometimes 
very curious and amusing situa- 
tions developed, when no one in 
the ambassadorial party could 
wrestle with the French language. 

“Diplomacy” is a great game. 
From what we hear, there really 
is a necessity for “Career Diplo- 
mats.” It does seem, with the 
worldwide importance of interna- 
tional affairs placed in their 
hands, that the transaction of 
business between two countries 
could certainly be accelerated by 
mutual knowledge of the coun- 
tries’ languages. 

Ambassador Mellon who goes 
to England, has a great advan- 
tage over the other ambassadors. 
Of course if he does not know, he 
will have to learn how to speak 
English as English is spoken in 
London. We shall never forget 
when we landed late one night at 
Victoria Station in London and 
asked a cabby to take us to the 
Gros-ver-nor Hotel. The cabby 
could not get us. We repeated 
and repeated the name as clearly 
as we could. He finally called a 
bobby and asked him to try and 
find out where we wished to go. 
The bobby asked us to write the 
name on a piece of paper. We 
did. He gave one look at the 


paper and said: “Grove-nor.” 
We still maintain that Grosvenor 
should not be pronounced Grove- 
nor, but that is the way they like 
it in London. In London they 
call a derby hat a “darby” hat. 
The Derby, the great racing clas- 
sic in England, is pronounced 


“The Darby.” A clerk is a 


“clark.” High Holborn is “I- 
Obern.” Pall Mall is “Pell 
Mell.” An insect in England is 


never referred to in polite so- 
ciety, but they have no objections 
to referring to bugs. A gentle- 
man was playing billiards in an 
English country home one even- 
ing, and seeing a lady bug on the 
billiard table, he remarked: 
“Look out for that insect!” The 
lady of the house turned pale 
and remarked in a_ horrified 
voice: “I hope not. We have 
none in our house.” 


English Pronunciation 


The word “been,” pronounced 
“bin” by us, is pronounced 
“bean” by the English. You can 
mark an Englishman every time 
by his pronunciation of this word. 
When the English telephone, they 
ask: “Are you there?” with a ris- 
ing inflection on the “there.” The 
telephone has very much modi- 
fied the English pronunciation. 
When telephones were first in- 
stalled in London, it is reported 
no one could understand anyone 
else. Strange to say, however, 
English, as spoken by actors on 
the English stage is perfect in ac- 
cent and enunciation. It is a joy 
to hear a well trained English ac- 
tor speak. But English as spoken 
by Englishmen in their homes, 
and stage English are two differ- 
ent things. One reason for this 
is that the English actors modify 
and soften the regular English 
pronunciation. 

If an American pronounced 
“laboratory” in England as we 
do here, they would not under- 

(Continued on page 45) 
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Just Among Ourselves 


by CHARLES J. HEALE 
Managing Editor, Hardware Age 


HREE weeks ago this depart- 


ment commented on the lat- 


est Woolworth move—adding a 
line of 20 cent merchandise. 
From Sacramento, Cal., comes 
the report that the introduction 
of the higher priced line was 
highly successful particularly for 
household goods and children’s 
clothing. Under household goods 
must come the miscellaneous 
housewares that should be a part 
of every good hardware store 
stock. Surely your own lines in- 
clude as good or better value. If 
so, it would be mighty good strat- 
egy to display some of these 
values with a talking card telling 
the world that you have always 
had such values and always will. 
If not, it would be a good time 
to get started in that direction. 


HA —— 





Eleventh hour interest in de- 
feating any and all forms of a 
sales tax is certainly growing. 
Whether or not such opposition 
will make much headway is hard 
to determine. Too much of the 
opposition has been the silent 
kind, inactive, inarticulate. Pro- 
ponents of the measure call it a 
desperate necessity for raising 
immediate, sure revenue to off- 
set the national deficit. Many of 
them claim to oppose the prin- 
ciple of sales taxation but stand 
adamant on the urgency of the 
measure, at this time. Obviously 
such competition is keen. It 
seems unfortunate to resort to 
this form of revenue at a time 
when all efforts should be made 
to improve the purchasing power 
of consumers. Certainly a sales 
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tax has quite the con- 
trary effect. May | 
also remark without 
further comment that 
this bill creates three 
new $9,000 executive 
jobs plus the power 
to employ other ex- 
ecutive and clerical help “as 
needed.” 
— HA — 
F wealth ever comes my way. 
a valuable money gift will be 
made to the first speaker who 
does not preface his pertinent re- 
marks (if any) with a long an- 
alysis on our changed living 
habits, etc. They usually include 
a panorama view of the develop- 
ments of transportation, starting 
with ox cart, ending with air- 
planes, and plenty of -detail in 
between on horses, _ bicycles, 
roller skates, scooters, trains, 
boats, autos, buses, etc. Time 
might be saved if a large sign 
were hung behind the rostrum 
stating that audience knew the 
speaker knew that times are dif- 
ferent. The speaker would have 
his attention called to the sign 
and be asked to start from that 


point. 
HA 








HEN retail stores fail and 

the stocks go to auction 
everybody loses except the auc- 
tioneer. The extent of the troub- 
les caused is governed only by 
the size of the stock. Distribution 
is assessed again with an extra 
cost, not only to creditors but 
also to competing dealers in the 
district as they lose a certain 
amount of business at regular 
prices and often are faced with 





unfair price cutting 
by the purchaser of 
the distressed mer- 
chandise. Creditors 
. take a few cents on 
the dollar and lose 
considerable time get- 
ting even that much. 
It would seem much easier and 
more sensible for sources of sup- 
ply to take back their merchan- 
dise at 25 per cent or even 50 per 
cent of the market and make an 
adjustment from that basis. This 
would check the price compe- 
tition that always follows a large 
auction and would avoid many of 
the high costs of bankruptcy pro- 
ceedings. Of course, most fail- 
ures could be prevented at the 
start if sources of supply would 
study location, financial ability. 
business experiences, etc., of the 
proposed new store. But then 
somehow or other most of us like 
to complicate matters. 


—— HA — 


To stop- an estimated annual 
racket toll of $100,000, Seattle, 
Wash., has a “charity solicitation 
license” law. A $3 fee per so- 
licitor is paid at the City Comp- 
troller’s office, where the appli- 
cant must file a very complete 
sworn statement, indicating time 
limit of drive, its auspices and its 
specific purposes. Sponsors of 
charity drives must also use at 
least once a newspaper advertise- 
ment not less than two inches by 
four inches giving the same facts. 
This ad must appear in a paper 
with not less than 30,000 circula- 
tion. Both sworn statement and 
advertisement must list all col- 
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lectors, officials of organization 


‘sponsoring drive and its head- 


quarters address and ’phone 
number. At the discretion of the 
Comptroller any license may be 
revoked. The penalty involved in 
a conviction on this ordinance is 
$300 fine, or 90 days in jail. To 
the worthy cause this law gives 
genuine aid but to charity rack- 
eteers it is most inconvenient. 
— HA —— 

I see where the bankers are 
praising Congress. Well they 
should. Congress sure has been 
decent with the bankers. As one 
fellow put it, the farmers get all 
the promises but the bankers get 
the breaks. Then again, perhaps 
bankers and Congress do have a 
great deal in common, in that 
both have seen fit to advise busi- 
ness generally, and have. been 
equally as deaf to many of the 
suggestions made by business. 

Rural electrification increased 
8 per cent in 1931. The number 
of farms served by electricity has 
more than doubled since 1926. 


The N. E. L. A. which provides 
this information also says that 
today 698,786 farms are wired 
for lights and for the use of labor 
saving home and farm equip- 
ment. Here lies a great market, 
hardly scratched in most of the 
electrical equipment fields, which 
are a part of the hardware mer- 
chant’s selling opportunity. Let’s 
get busy. 
— 
N a radio talk on the increas- 
ing importance of the con- 
sumer Dr. Julius Klein says 
among other things, “Our pro- 
ducers and distributors have done 
mighty effective work in trying, 
from their side, to meet consumer 
wants. It is encouraging to 
learn, for one thing, that little of 
the so-called waste in distribu- 
tion these days can be laid to the 
alert retailer.” This is a refresh- 
ing comment coming from a man 
in a position to see the weak- 
nesses of all factors in business. 
Dr. Klein’s reference to the re- 
tailer is in marked contrast to so 
much of the criticism that has 
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been leveled unfairly against re- 


tail merchants. 
HA 








Normally a drug store values 
its right hand window as worth 
30 per cent of the rent and the 
left hand window worth only 25 
per cent, says a recent Depart- 
ment of Commerce bulletin. The 
comparative selling power of 
right and left hand windows 
would be an interesting study 
for hardware stores. Has any- 


one any facts? 
HA 








Time was when manufactur- 
er’s could justifiably tell dealers 
to modernize their store displays 
and arrange their stores to at- 
tract and hold trade. Today, the 
shoe is somewhat on the other 
foot. Dealers are telling manu- 
facturers to spruce up their mer- 
chandise, use color, have attrac- 
tive packages and offer real 
values. J. A. Warren cartoons 
this change very appropriately 
on this page. A lot of dealers will 
show these pictures to the men 
who call on them. 


by J. A. Warren 
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Windows That Have That 


Outdoor Look 
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N many parts of the country 
the outdoors is already call- 
ing. Lawns, gardens and 

countryside are once more fresh 
and green. This week’s selections 
of actual window displays offer 
plenty of inspiration for your 
own brightening up program. 


The top picture on page 25 shows 


MARCH 24, 1932 





how the W. W. Conde Co., Water- 
town, N. Y., plants the idea of 
lawn and flower culture in the 
minds of customers. 

White’s Hardware Co., Wilkes- 
Barre, Pa., used the lower win- 
dow featuring a general line of 
outdoor needs, such as knives. 
fishing tackle, flashlights and 


other items for the early camper. 

At the top of this page is a 
window from Potchernick’s, San 
Antonio, Texas, in which a picket 
fence lends an effective back- 
ground. 

Tuttle Bros., Westfield, N. J.. 
used the window below to call at- 
tention to lawn and garden needs. 
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The Farmers Are Plowing 


FEW days ago a let- 

A ter was received 

from Kansas, telling 

about the mild mid-winter 

weather there, saying also 

that “The farmers are plow- 
ing.” 

What a significant fact. 
Industry may drop from 
feverish activity to wide- 
spread inactivity, bread 
lines form in the cities, pur- 
chasing power recede and 
agriculture experience un- 
favorable conditions; but 
whenever the weather and 
the soil conditions are fav- 
orable “the farmers are plowing.” 

Important as money may seem to us it is after 
all merely a medium of exchange—a measuring 
stick of wealth. The coinage of money does not 
mean the creation of wealth. Real wealth is cre- 
ated only by the production of things to eat, to 
wear and to use. 

Most of America’s real wealth is still intact. 
We still have our great natural resources, have 





millions of fertile acres; 
iron, coal, oil and other 
mineral deposits; the best 
transportation system in the 
world; good buildings; great 
power generating plants 
and “the farmers are plow- 
ing’—going right ahead 
creating more of the wealth 
which is most essential to 
our existence. 

Somehow agriculture 
seems able to defy all ob- 
staeles and difficulties which 
it encounters. I would not 
minimize the tremendous 
problems faced by agricul- 
ture both financial and otherwise, but somehow this 
greatest of all industries will carry on, will keep 
employed, will find the means to obtain the neces- 
sary feed, breeding stock, machinery, fence, horse- 
power, etc., to keep going forward again obtaining 
for itself, for commerce and for manufacturing 
industries further prosperity. 

What an encouraging fact—“The farmers are 
plowing.” - 





takes during the 

past hectic year or so, but the greatest of all 
these mistakes is that of cheapening our 
products. When the true story of Quality’s 
Rape has been written it will make the bones 
of our Ancestors rattle in their graves. Many 
fine names and reputations have been sacri- 
ficed before the Altar of Cut Prices. 

And_ yet, Quality is coming back. The 





E’VE all made mis- MISTAKES Public, whose pre: is 


power, is beginning to re- 
bel against cheap things. They may still be 
Price Conscious, but they are certainly be- 
coming doubly Quality Conscious. And that 
means the beginning of better times for all 


of us. 


General Manager 
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O most of us two peas are so much 

alike that we use their likeness to 
describe any two things that seem to 
us identical. As a matter of fact, it 
would be extremely difficult to find 
two peas that are exactly alike in 
weight, shape, or size. Precision instruments 
would discover many differences that our 
senses cannot detect. 


Most of us are just as wrong when we 
think of the intricate working parts fitted 
together in good watches, automobiles, or 
guns, as when we think about peas. Because 
these parts are interchangeable we assume 
that they are exactly alike, but they are not. 


To the man in the street, the word, ‘‘tol- 
erance,” means accepting other people’s 
faults without making a fuss about them— 
an attitude of, “live and let live.” But to 
the engineers responsible for the production 
of the millions of interchangeable parts that 
go into our mechanical devices, the word has 
a different meaning. 


Fitted parts that must move, on a gun, for 
instance, cannot be made to fit exactly. If 
they did, there would not be room for the 
thinnest film of oil between bearing surfaces. 
Moreover, metals expand and contract with 











changing temperatures. If the parts of a 
gun were fitted exactly, they would “freeze” 
up solid when heated—nothing would move. 


And so the engineers allow what they call 
“tolerances” to provide a little space for oil 
and for expansion or contraction. Just as 


in human relations, tolerance is fine and 


necessary if it doesn’t go too far. If it does, 
it becomes looseness, which we deplore in 
our friends or our guns. 


The tolerances allowed by Remington’s 
expert gun makers are measured in thou- 
sandths of an inch. Before a new gun goes 
into production these tolerances are worked 
out for every part, and the most accurate 
gauges, Calipers, and other measuring instru- 
ments are employed to see that each part 
comes within the tolerances allowed. If it 
does not, it is rejected. 


Careful determination of the proper tol- 
erances and rigid adherence to them are re- 
sponsible for the smooth dependable action 
of all Remington firearms. | believe many 
of your customers will be interested in hear- 
ing about this. | know they will have greater 
respect for your knowl- 
edge of the things youn/ iO VACETD 
sell, if you tell it to them. PRESIDENT 


REMINGTON ARMS COMPANY, Inc 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 


© 1932 R. A. Co. 





The Greatest Value Ever Offered—The Remington Standard American 
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Dollar Pocket Knife 
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One cut-open “Secret Service” Pad- 

fre lock on beautiful steel counter stand 

with four-color display background 

‘re labove). Shows every “ t Service” 

that made it a gold medal winner. 

Not for resale, but a magnet for interest and 
an unsurpassed sales demonstrator. 










J Master’s newest achievement —one 
fre: solid brass “‘Secret Service” No. 2 
(retailing for $2). The last word in pad- 

lock strength, weather-proofing and glisteni 
beauty. "Peneaad on steel counter stand, 
g2~% with brilliant four color back- 
ground (No. 2 above). 




























Price Price 
¥% Dozen “Secret Service” 
——n.. 2. 9400 $600 
Free—One only solid brass 
iva '..... eee 9200 
Free—One only cut-open (Demo 
display stand . — — FREE smith 
$4.00 $8.00 





MASTER LOCK COMPANY, Milwaukee, Wis. 
World's Largest Exclusive Padlock Manufacturers 












Ask your jobber Sor MASTER 


Gold Medal Special ne4 








“That is true,” said Mr. Mar- 
vin. “I don’t know whether to 
put some of our  seasonable 
goods on display at special ‘prices 
or buy something for the pur- 
pose.” 

“Well,” said Charlie, “I talked 
to Mr. Caldwell of Gaston when 
he was here, and he uses specials 
regularly. He plans to have one 
or two for each week, and he told 
me he had already bought the 
items for three months ahead. I 
asked him if he used his regular 
stock items and reasonable goods 
for specials, and he said no. He 
used to do so, but found that it 
merely resulted in selling goods 
at low prices during the season 
when people were willing to pay 
regular prices. It cut his profits. 
Now he buys items for specials, 
that he doesn’t carry in regular 
stock. He says people are inter- 
ested in new items at prices 
which distinctly show that they 
are bargains.” 

“That’s good information,” 
said Mr. Marvin, and it gives me 
something to consider. However, 
I have ordered two items for 
specials, that look very good to 
me. One shipment arrived this 
morning, and we will use it as 
soon as we can get the advertis- 
ing ready.” 

Eddie Scanlon had been fidget- 
ing again. When Mr. Marvin 
paused, he broke in, “Last fall 
when I visited my uncle in Bel- 
den, I saw a good stunt. A store 
over there has specials of some 
kind all the time. Every night 
when the store is closed they 
make a display of the next day’s 
special, just inside the store door. 
By it they put a blackboard with 
a message about the special. 
Then they have a spotlight over 
the door to throw light on the 
blackboard and display. A wire 


Marvin’s Store Meetings 


(Continued from page 13) 





is run to a push button at the 
store front, and around the push 
button is a wide ring of luminous 
paint. A sign there reads: ‘Push 
this button.” When any one 
pushes the button the spotlight 
goes on and gives a fine view of 
the special. When they quit 
pressing on the button the light 
goes out. Gee, there was a crowd 
working- that button every eve- 
ning. A lot of people made it a 
habit of trying it every evening 
to see what special was on for 
the next day.” 


“Leave it to Eddie,” said Van 
Davis wholeheartedly. “He al- 
ways has a great finishing idea. 
If Mr. Marvin is willing, Charlie 
and I will rig up a similar 
system. 


“Go. to it boys,” said Mr. 
Marvin. “It’s a good idea. As 
Van says, it is a fine closer. I 
move we adjourn.” 


“How about a picture show, 
May?” said Van to Miss Garvin 
as they left the store. “There’s 
still time to see that big war pic- 
ture.” “I’d like to,” said May 
earnestly, but I think we ought 
to save all we can these days, 
dear.” “Huh,” Van ejaculated, 
“T thought we had sworn off on 
depression.” May laughed mer- 
rily. “All right, Mr. Davis,” she 
said demurely, “let’s spend that 
dollar of yours before it burns 
a hole in your pocket.” We won’t 
get very good seats at this hour, 
however.” Van chuckled. “The 
back sets will suit me fine,” he 
said meaningly. “Your hands 
may get cold, and I don’t like to 
be too conspicuous.” “Smarty,” 
May replied teasingly. “Just for 
that I’ve a good mind to keep my 
gloves on.” “Come on,” she 
added, smiling up at him, “if we 
don’t hurry those back seats will 
all be taken.” 
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Protests Delay Introduction of 
Cent-a-Shell Tax Bill 


(From Our Washington Bureau) 
ROTESTS against the proposed 
cent-a-shell tax bill have held the 
measure up and it may not be 

introduced at all. 

The bill has been prepared tenta- 
tively by the Senate Committee on 
Conservation of Wild Life Resources 
but it is withholding action on it until 
after it has held hearings on April 4, 
5 and 6 at which it will obtain views 
from all sections of the country regard- 
ing means of overcoming water-fowl 
shortage. Strong objections to the 
cent-a-shell tax, except ammunition 
used in trapshooting, caused the com- 
mittee to determine upon extensive 
hearings before proceeding further 
with the conservation program. The 
tax had been recommended by a special 
ways and means committee of sports- 
men, appointed under authority of the 
1931 American Game Conference and 
has been sponsored by the More Game 
Birds in America Foundation of New 
York. It was the decision of the com- 
mittee that the tax was the most prac- 
tical adequate method of financing and 
restoring of duck nesting, resting and 
feeding areas. 

About 400 authorities have been in- 
vited to testify, including - representa- 
tives of all State conservation com- 
missions, sportsmen’s organizations, 
and scientists who have studied the 
problem. 


Specifically, the purpose of the hear- 
ing will be to learn definitely: To what 
extent there is a shortage of migratory 
waterfowl, particularly ducks and 
geese; The underlying causes of the 
shortage, if it exists; Remedies the 
federal government can apply to aid 
in restoring the waterfowl population; 
The extent to which the States can 
assist in such restoration, and how the 
sportsmen themselves may best con- 
tribute toward increasing waterfowl. 

The cent-a-shell tax proposal has 
been assailed from numerous angles, as 
pointed out in HarpwareE AcE, of Feb. 
25, March 3 and 10. The tax would re- 
sult in discrimination since it would ap- 
ply to all hunters and not exclusively 
to those hunting waterfowl. It would 
moreover be a tremendous levy, run- 
ning as high as 25 to 33 per cent, based 
on current prices. It has been esti- 
mated that the revenue of $7,000,000 
claimed for the bill would not be at- 
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tained. Rather it is contended the tax 
would defeat its own purpose by cut- 
ting down by at least 25 per cent the 
sale of shells and confine shooting 
more exclusively among the well-to-do 
as against the average sportsmen and 
farmers who use them a great deal for 
killing predatory birds and animals. 
The bill also has several legislative 
disadvantages. Congress is in desperate 
need of money to balance the Treasury 
deficit. Otherwise it would not attempt 
a general manufacturers’ sales tax. It 
is in no mood to set up additional 
government organizations, even small 
ones. The tendency is toward elimi- 
nation of government bureaus. If it 
thought $7,000,000 could justly be 
raised by the proposed tax it is proba- 
ble the plan would be snatched from 
the Senate Special Committee and 
carried in the general revenue bill of 
1932. As it is the revenue bill would 
place a tax of only 214 per cent on 
shells. They cannot be taxed in both 
directions. The proposal is to let States 
have half of the cent-a-shell revenue. 
Congress just now at least is not so 
benevolently inclined toward the States. 
Many other proposals no doubt will be 
heard by the Special Senate Committee. 
President Seth Gordon of the Ameri- 
can Game Association said that the 
financing of any program to restore 
game and perpetuate the sport of hunt- 
ing is “squarely up to the sportsmen 
themselves.” He pointed out that in 
this country there are nearly 7,000,000 
hunters and probably twice as many 
fishermen. He estimated that more 
than 2,000,000 of the hunters shoot 


waterfowl. 


Mr. Gordon said that Congress in- 
cludes a good proportion of sportsmen 
and can be expected to consider fairly 
any waterfowl plan in which the sports- 
men are united in wanting to pay the 
bill and which has no well-founded 
opposition from other quarters. 


Mr. Gordon urged that in the mean- 
time, as several completed projects and 
others under way prove, groups of 
sportsmen over the country can re-flood 
thousands of acres of former duck- 
producing areas, set aside hundreds of 
additional refuges to save the present 
supply and plant an abundance of 
waterfowl food, at small cost to the 
individual members. 


93° PROFIT 


on this Special 
EVER GREEN DEAL 


ORDER FROM 
YOUR JOBBER 
Or 











HYVER Green sales jumped ahead 20% in 
1931. Thousands of hardware dealers 
made new money on this non-poisonous insec- 
ticide and increased their garden department 
profits. Here’s an insecticide that kills both 
chewing and sucking insects—and also kills 
ants—and it is so economical it gives you 
sure-fire repeat business. 


Take advantage of this special Ever Green 
deal. One small order and we give you 
FREE a complete kit of advertising material. 
This material will help you tie-up with our 
national advertising campaign over 25 leading 
radio stations and in the Saturday Evening 
Post, Better Homes and Gardens, and 20 other 
leading publications. 


Ever Green is the most extensively adver- 
tised plant insecticide in America. 30,271,043 
printed messages are telling your customers 
they can order Ever Green from their hard- 
ware dealer. Now’s the time to cash in on 
this powerful national advertising campaign. 
Mail the coupon below to order this Special 
Ever Green Deal. 


SPECIAL DEAL 


Special 
Regular Deal Retail 
Price Price Price 
2 doz. 35c Bottles Ever Green.$5.40 $5.40 $ 8.40 
2 One Dollar Pkgs. Ever Green.. 1.34 FREE 2.00 


NU a ae $6.74 $5.40 $10.40 


Your profit is $5.00 on a $5.40 order. In 
addition, you receive acomplete kit of advertising 
material which includes: 

1 Large Window Strip (1 foot x 4 feet) 
2Small Window Strips (7 inches x 21 inches) 


50 Authoritative booklets and folders on How 
and When to Spray. 


Special Pre-Season ‘5 40 
Price to ALL Dealers e 
Good only until April 1st, 1932 

INCLUDES ALL FREE MATERIAL 





KILLS ANTS AND GARDEN INSECTS 


McLaughlin Gormley King Co., Minneapolis 


Please send me C.O.D. your Special Deal, good 
only until April 1, 1932. 
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My Jobber’s Name Is.......... 
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Wagner Bacon and 
Egg Skillet 


Measures 914 x 
914 inches square, 
one inch deep and 
has dividers to en- 
able the cooking of 
two eggs and three 
or four strips of bacon, ham or meat at one time. Made of 
Wagner cast iron ware. List price 59c. Dealer cost 35c. 
each, in quantity lots. The Wagner Mfg. Co., Sidney, Ohio. 








Master Tan Chamois 
Assortment Display 


Contains assortment “G,” 
offered by Schroeder & Tre- 
mayne, Inc., 500 N. Commer- 
cial St., St. Louis, Mo., con- 
tains twenty-two pieces of 
chamois, individually wrapped. 
Assortment illustrated com- 
prises pieces, with the follow- 
ing suggested retail selling 
prices: Six, 75c.; six, $1; six, 
$1.25, and four, $1.50 each. 


MasterlanChamois 








Premier Spic-Span Has 
Moth Destroying © 
Equipment 

For using finely 
pulverized Dichlori- 
cide into parts of 
furniture where 
moths and their egg- 
are hidden. The 
Premier Vacuum 
Cleaner Co., 1734 
Ivanhoe Rd., Cleve- 
land, Ohio, _ states 
that the chemical 
matter used is absolutely harmless to human beings and fab- 
rics, but that the chemical forms a gas fatal to all moth life, 
in its various stages from eggs to full growth. Moth-destroy- 
ing equipment comprises large glass container of Dichloricide, 
molded rubber connector to hold bottle against nozzle of 
cleaner and soft rubber blower tool for directing chemical as 
it leaves cleaner. Suction draws crystals through fan cham- 
ber, where they are pulverized and carried out through exhaust 
orifice and blower tool connected at point where bag was 
removed. Circulars and booklets available from company on 


use of moth destroying and preventing equipment. 












Goes 


Barrett Hosemaster 


Is a hose nozzle 
with automatic 
shut-off, adjustable 
spray, pressure con- 
trol and _ trigger 
handle control at 
nozzle. Fits any 34 
inch male hose con- 
nection. The Cleve- 
land Brass Mfg. 
Co., Cleveland, Ohio, states that with the Hosemaster it is pos- 
sible to obtain from a seventy foot stream for long-range 
sprinkling to a delicate mist for spraying flowers. Offered 
in two colors; red or green, packed for easy storage. Sug- 


gested retail selling price, $1.50, slightly higher west ot 
Mississippi River. 





Artyle Finish 
Magic Chef Ranges 


Series 500, 600 and 700 
available in Artyle finish, 
having geometric patterns and 
soft color blending of Old 
Ivory and storm-blue as well 
as in regular finishes. Series 
500 has: Red Wheel Lorain 
oven heat regulator, 3 in 1 
... non-clog top burners, Magic 
Chef automatic top lighter, sanitary high burner tray, rever- 
sible broiler pan, full insulation, folding type cooking top 
cover and roomy utensil drawer. In addition to regular Magic 
Chef features, Series 600 ranges have new type cooking top 
cover, completely covering manifold and protecting gas valve 
handles, roomy service compartment. Artyle finish furnished 
with Series 700 ranges, only when fully equipped. American 
Stove Co., St. Louis, Mo. 

















Meisselbach Reel 85 Has an Extra Spool 


This New Neptune is a triple-multiplier, used principally 
for salt water, but also especially serviceable for fresh-water 
fishing for lake trout, muscalonge and big pike. Has 250 
yard capacity and free-spool throw-off, automatic drag and 
the Meisselbach “Takapart” Feature. Spool is of special 
design, being molded of Bakelite, on a square steel shaft. 
With instantaneous “Takapart” and one or more extra spools 
each filled with a spare line, fisherman can change his line in a 
minute. Extra spools are light, serve the same purpose as the 
spool on which the line comes from the factory. Separate 
spools packed in individual boxes. List price $1.50 each. The 
A. F. Meisselbach Division, General Industries Co., Elyria, 
Ohio. 





Stanley Tools 
Window Display 

Printed in 8 colors, a combination lithograph 
display and electric flasher. May be used with 
both Stanley Tools and Stanley Four Squarz 
Tools. Displays available to dealers sending 
name of jobber. Free of charge. The Stanley 
Rule & Level Plant, New Britain, Conn. 
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OOD ADVERTISING IS 
written from experience and 
facts, and good advertising 

men—those who are pioneering in 
their business—are trained in ob- 
servation and deduction. Their 
opinions reflect these mental habits. 

A prominent member of an 
advertising agency wrote us an 
engaging letter recently, part of 
which read— 

“T have just returned from a 
week’s trip calling on hardware 
jobbers in Chicago, St. Paul, Kan- 
sas City, St. Louis, Minneapolis 
and Milwaukee. 

“I found Hardware Age every- 
where. One jobber, who shall be 
nameless, was complaining that 
there was too much advertising, too 
many things for the man to read 
and to prove it showed me a batch 
of papers he brought from home 
and said ‘had to spend an evening 
going over all these things—did 
not have time to do it at the office’. 
Most of the papers were pages torn 
from the current issue of Hardware 
Age—there must have been ten or 
twelve pages (two of them were 
ads). He had marked them for 
various people in his organization. 
This was the head of the house and 
a man prominent in association 
circles.” 

Practically every hardware job- 
ber subscribes to Hardware Age, 
not only for the principal execu- 
tives, but also for the buyers and 
traveling men. For instance, 140 
copies are mailed each week to 
one of the largest wholesalers in 
the Middle West—an organization 
noted for its enterprise and intelli- 
gent selling policy. 

Through Hardware Age alone, 
a manufacturer can present his 
sales story to the entire jobbing 
trade of the country with minimum 
cost and maximum effectiveness. 
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The GRIFFIN 
PERFECTION SCREEN 
and STORM Door SET 


ssi No. 1740 ker 














The pivot pin feature of 
the GRIFFIN No.740 loose 
joint ornamental Hinge, 
used either right or left 
hand, makes this set most 
convenient for using 
Screen and Storm Doors 
interchangeably. 





Improved Design No. 830 
Handle and Escutcheon 





Door Easy To Remove-- 
Simply Lift off Butt 





Loose Joint Half Surface 
Hinge is Easily Reversible 


The GRIFFIN Line Includes 
Many Other Popular, Econom- 
ically Priced Screen Door Sets 


RIFFIN 


anufacturing Company 
ERIE, PENNSYLVANIA 


MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren ST. BOSTON: 113 PURCHASE ST. 
CHICAGO: 162 N. CLINTON St. SAN FRANCISCO: 703 Market St. 
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Banclock 
Display Stand 

Finished in gold is 
offered dealers han- 
dling the line. Made 
of 20 gage steel. 
Stands 12 in. high, 
18 in. wide. Kings- 
bury Mfg. Co., 200 
Fifth Ave., New York 
City. 








Maydole Octole 
Hammers 


Are of unusual style ap- 
peal and high quality. 
Have polished, octagonal 
head and neck; round bell 
face; double tapered adz eye and Maydole wedging. Head 
will never loosen, says the maker, The David Maydole Tool 
Corp., Norwich, N. Y. Claws and face heat treated separately 
by exclusive Maydole process. Octagonal handle of hickory, 
comfortably shaped. Hammers individually balanced to give 
Maydole “feel” or “hang.” Dealer cost on all three sizes, 
$8.46 per dozen. Suggested retail price, $1.10 each. 








Price on Beco Sanitary Bread Box 


In the March 17 issue of Harpware AcE an editorial de- 
scription of the Beco sanitary bread box was published. The 
suggested retail selling price of this product is $5.89. It was 
incorrectly stated that the suggested retail price of the bread 
box was $1.69 each. Bellaire Enamel Co., Bellaire, Ohio, is 
the maker. 





Cyclone Screen Cloth Price Calculator 


Developed to allow the dealer to figure the selling price of 
screen cloth quickly, easily and accurately. Eliminates the 
necessity of thumbing through many pages of the old books 
and gives at a glance the exact amount of the sale of any 
length and width at given price. Card, which is printed in 
black and red includes a table giving the square feet in rolls 
of 100 lineal feet. The scale runs from 1 to 10 lineal feet, the 
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balance up to 100 feet being in units of ten. Handy flap on 
movable disc permits easy moving of indicator. Directions 
are given on the card. Cyclone Fence Co., Waukegan, IIl., 
is also offering dealers an attractive window or counter dis- 
play card in colors, showing a child playing behind a wire 
screen. On the other side is a fly in large size. Caption on 
card is, ‘6,000,000 germs on this fly—but you are safe with 
Cyclone Red Tag Screen Cloth.” 





Pike G-Whiz 
Tool Grinder 


Is an electrically 
driven machine designed 
to supplant to a large 
extent the ordinary hand 
tool grinder. Powered 
with a Universal motor 
which operates on 110 
volts, D.C. or A.C., 25 
to 60 cycles. Equipped 
with two best quality vitrified grinding wheels, one of coarse 
grit, the other fine, permitting wide range of work. Both 
hands are free to hold tool, when using this grinder. There 
are no gears to clash, clamps to tighten, or weak castings to 
break, says Pike Mfg. Co., Pike, N. H. Runs at high speed 
and has plenty of power for general grinding of small tools. 
Operator protected by safety guards. List price $10.50. 











Page Gard-N-Gard 


Recently developed, to fill the 
need for an _ inexpensive net 
guard for protecting flower beds, 
etc. Constructed on a_ smaller 
scale but uses the same principle 
as in the Chain Link fabric. 
Easily erected and removed for 
cutting borders, etc. Metal stakes 
for installing guard are furnished with the fabric. Stakes 
are also suitable for staking flowers or large plants. In- 
stallations made by threading one of the stakes through 
the end picket of the guard and pushing end of stake into 
the ground. Another stake is threaded through the fabric 
about five feet away or when change of direction is re- 
quired. May be used as a trellis by stretching it over porch 
or side of house and attaching guard at top and bottom of 
one of pickets. Fabric can be cut or joined by threading 
pigket in or out as a corkscrew.~ Made in 12-in. and 18-in. 
heights. Page Steel & Wire Co., Monessen, Pa. 

















Fertil-Potted Plants 


Are green and growing when purchased. 
Branches are pruned and roots are packed in 
special block of compressed peatmoss and 
fertilizer. Arcadia Rose Co., Newark, N. Y., 
states that this together with an ingenious 
method of retaining moisture, makes plant 
non-perishable and self-sustaining for a long 
period of time. Entire prepared plant packed 
in cardboard carton bearing the name of the 
variety and a full-color reproduction of the blooms. Plant 
should be slipped out of carton, bottom of root block cut off 
and root block soaked in water for five or ten minutes, before 
putting it in earth. Earth should be tamped firmly into place. 
Many varieties of roses and other plants are packed by the 
company. Suggested retail prices range from 75c. up ac- 
cording to species. Available in Mid West from Wedge Nur- 
sery, Inc., Albert Lea, Minn. 
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Griswold Chrome 
Plated Skillets 


Are now available 
in sizes 5, 6, 7, 8, 9 
and 10. Self-basting 
skillet covers furnished in chromium plated finish. Inside 
of skillet and top of handle is highly polished. Outside and 
bottom chrome plated but not polished. Packed four skillets 
in a strong corrugated carton. The Griswold Mfg. Co., Erie, 


Pa: 








Griffin Screen Door Sets No. 1735 


Is offered to meet the demand for an inexpensive yet efh- 
cient set. The No. 730 loose pin hinge is unique in that it 
affords various means of application. Screw holes of one leaf 


= 
Z 








are countersunk on both sides and leaf is reversible thus 
being suited to flush or half surface applications as well as 
for use where door is thinner than jamb or thicker than jamb. 
Set packed complete in box with screws. Offered in four 
popular finishes. Griffin Mfg. Co., Erie, Pa. 





Kantkink Elasticord 


Is an electric cord, which adjusts its length to the motion 
of the iron permitting free movement without interference. 
May also be used to advantage on various other household 
appliances. Four color combinations; green dotted with white, 
rose dotted with tan, black dotted with red and yellow and 
yellow dotted with red and tan, as well as in the following 
solid colors, green, rose, black and yellow. Standard assort- 
ment of dotted colors is: 4 blacks, 4 browns, 2 rose and 2 
green. Packed in three assortments: 12 with switch plug, 12 





without switch plug and six with plug, six without plug. Sug- 
gested retail price; $1, without switch plug, $1.25 with switch 
plug. Dealer cost respectively 68c. and 80c. Available in all 
one color or any combination of available colors at no extra 
cost. Jobber distribution. Has no springs, or extra wire. 
Elastic cord woven in special patented way to permit it to 
resume original shape. Seven foot lengths. Approved by 
Underwriters’ Laboratories. United Elastic Corp., Easthamp- 
ton, Mass., New York office Room 1404, 230 Fifth Ave., New 
York City. 
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STOP 


Garage door troubles 
before they start! 


Allith Garage Door Hardware 


Allith 40-90 Garage Door is a jam-proof, stick- 
proof, weather-tight, one-piece door that’s trou- 
ble-free from the start. On a new installation it 
pleases contractors with the ease with which it 
is put up and pleases customers with its ability 
to stand up perfectly under hard usage. It quickly 
converts folding-sliding or swinging doors into 
a one-piece, overhead door. Perfect performance 
is assured by counter-balance weights—no 
springs. 


Open door gives full and complete side clearance 
of opening and with back bumpers of car almost 
touching the closed door—door will open, clear- 
ing all present day cars with room to spare. 
(Illustration below.) 


Door may be locked or unlocked, opened or 
closed, from either inside or out. Cylinder lock 
included in set of hardware. Two-car garages 
without center pier can be readily equipped. 
Allith’s 40-90 hardware will carry a single piece 
16 foot door, as readily as an 8 foot door. Spe- 
cially designed weights permit adjusting of 
counter-balances quickly, without using tools. 


y N 


Write today for 
details and prices. 
Learn more about 
Allith Garage Door 
Hardware, Spring 
Hinges, Industrial 
Door, Fire Door, 
Airport Door 
Hardware, Rolling 
Ladders, Door 
Hanger, Stadium 
Seat Brackets, 
Certified Malleable 
Iron Castings, Mal. 
leable Iron Wash- 
ers and Overhead 
Carriers. 


WwW 





Allith-Prouty Company 


Danville Illinois 





33 








1932 Barco) 
Electric Fans 


Are improved as to 
design and construc- 
tion. Eight-inch size 
fans have new alumi- 
num propeller, im- 
proved motor  con- 
struction and new ornamented base, while the 6-inch fan is 
unchanged excepted for improved motor now used on all 
Barcol fans. “Eight” mounted on slightly higher base, giving 
overall height of 1034 in., permitting tilting much farther 
forward than in previous models. Available in three models: 
plain, single speed without switch, single speed with “off-on” 
switch on motor case and two speed model with “hig-low-off” 
regulating switch on motor case. Barcol “Six” furnished in 
single speed switchless type only. Equipped with cords, uni- 
versal two-part plugs, keyslot in metal base insert, to allow 
convenient hanging of the fan from a nail or screw on a 
vertical surface. Standard color, mahogany brown. All visi- 
ble metal parts, except propeller of “Eight,” are cadmium 
plated. Barber-Colman Co., Rockford, II. 








Egry Simplified Credit System 

For recording, checking and posting charge transactions. 
The Egry Register Co., Dayton, Ohio, states that any number 
of accounts may be rapidly and accurately handled, with com- 
plete control over credit limits and with statements always 
up to date, payments visualized on every account. Available 





with or without adjustable stand. One drawer is for active 
accounts, while the other is for inactive accounts. Record 
forms are available from the maker. Circular matter de- 
scribing the proper use of the system and describing its 
advantages and use may be obtained from the Egry com- 
pany. Cabinet finished in olive green or mahogany with brass 
trimmings. Cabinet size. 13 in. high, 184% in. wide and 1934 
in. long. Equipped with special individual key lock, which 
locks both drawers. 





RCA Victor 
Auto Radio 


M-30, 9 tube super- 
heterodyne _ receiver 
operating on current 
from automobile, in 
addition to four in- 
termediate size 45- 
volt “B” batteries, which can be located in any convenient 
place in car. It incorporates the new class “B” amplifica- 
tion, which gives twice the output with half the battery drain, 
says RCA Victor Co., Inc., Camden, N. J. Receiver mounted 
on firewall by means of bolted bracket; control unit with 
station selector, dial and volume control on panel attached to 
steering post. “On and off” switch operated by lock and key. 
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Cables shielded; wiring connections of plug and socket va- 
riety. Permanent magnet dynamic loudspeaker. Automatic 
volume control circuit effectively maintains volume under 
varying conditions of reception, says the maker. Draws 2.85 
amperes. List price, $74.50. 





Super-Certainteed 
Roofing 


Has Kraft wrap, stretched very tightly around 
it, with fibre disc, on either end of package, and 
colored bands giving the weight on top and 
bottom. Discs give package a good base to stand 
on and keep it neatly. Labels are printed and 
varnished. This package in addition to its attrac- 
tive appearance gives greater protection than the 
use of cloth on the bare end, says Certain-teed 
Products Corp., 100 E. 42 St., -New York City. 
Asphalt is sprayed upon the felt from one side only, moisture 
and air being driven through the sheet and the saturation 
goes from one side clear through to the other side, says the 
maker. As a finishing process the saturated felt is run 
through a dipping process so that an outside coating is 
given it. 





““Wear-Ever” Square Aluminum 
Fry Pans and Griddles 


Square fry pan No. 
8045, 51% inches square 
is for frying eggs in the 
right size and shape for 
a sandwich. Suggested 
retail price 30c. Square 
fry pan, No. 8043 is 814 
in. square and 114 in. 
deep. Wooden handle 
is spot-welded to the 
pan. Suggested retail 
selling price is $1.75. 
Square griddle No. 452, 
listing at $1.75, is said 
to provide 25 per cent 
more baking surface. Four griddle cakes may be baked at 
a time. The Aluminum Cooking Utensil Co., New Kensing- 
ton, Pa. 








Crosley Electric 
Refrigerator 


Has an attractively finished cab- 
inet with white lacquer on steel 
exterior and white porcelain in- 
terior. Top is flat, door is 
equipped with automatic spring 
closing lock. Door lock and hinges 
are of stamped brass, chromium 
plated. All shelves are of flat wire. 
Cabinet has 3 inches of Dry Zero 
insulation on top, sides and bottom. Legs are 11 inches 
high, allowing space for sweeping, etc. Removable unit is 
completely self-contained, mounted on metal base and sus- 
pended by four springs, while motor is rubber mounted. Unit 
is said to be practically noiseless. Freezing unit is of cor- 
rugated steel, completely rust-proofed, faced with white por- 
celain. Temperature control and defrosting switch mounted 
above chilling unit. Four and a half cubic feet model, list 
$99.50, five and a half cubic feet model, list $139.50. Crosley 
Xadio Corp., Cincinnati, Ohio. 
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T seems to be an ad- 
mitted fact that we are 
undergoing a great step- 

ping-down process in the 
prices of both commodities 
and processed goods—the 
tendency is world-wide. 

And it may be said that 
this process is quite natural 
and in full conformity with 
the action of the major busi- 
ness cycle, the down side of 
which we have been work- 
ing on since 1920, when we 
made our first step down and 
stabilized prices temporarily. 

We are now undergoing a sec- 
ond and more severe step down- 
ward, and will shortly stabilize 
on a new and lower plateau of 
prices, where our dollars will 
buy more in both goods and ser- 
vices. 

Our major concern, therefore, 
is to adjust our affairs as prompt- 
ly as possible to this new order 
of things, for until we arrive at 
a fairly balanced condition, sta- 
bility cannot exist, and until we 
can stabilize the prices of both 
goods and services, we will con- 
tinue to mill around without 
making much progress. 


Consumer Demands More 


The consumer demands more 
for his dollars, and rightfully so, 
for his dollar is harder to get— 
more labor must be given for it 
—and until he feels that his dol- 
lar is buying as much as it 
should, he will continue to re- 
fuse to part with it except for the 
most necessary and pressing 
items. 

We can’t restore prosperity 
until volume buying once more 
takes place. We can’t compel the 
consumer to buy. 

Thus we are at once confronted 
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The 
JOBBER 


IS THE 


Neck 


of the 


Bottle 


By E. B. GALLAHER 


with the major economic prob- 
lem of giving better values, great- 
er service, at lower prices, if we 
are going to coax the vast hoard- 
ings of the public back into trade. 

The manufacturers, backed by 
the moneyed interests, were great 
sinners during the recent boom. 
Their cost of production was ba- 
sically low, their selling prices 
high, their profits enormous; and 
in order to conceal these huge 
profits they watered out their in- 
stitutions in all directions in the 
thought that they were in a “new 
era” and could indefinitely main- 
tain their unsound and uneco- 
nomic positions. 

Sad as it may seem, they find 
they were simply building castles 
in the air; and now there is a 
wide and universal scramble to 
deflate excesses and write them 
down as painlessly as possible. 
Had they been willing to recog- 
nize major economic movements, 
they would not have taken such 
chances—but that is another 
story. 


Must Offer Better Values 


Today the dealer is confronted 
with the necessity of offering bet- 
ter values, greater service, and 
better prices, in order to exist— 
he has no other choice. 


The manufacturer is fast 
reducing his prices—some- 
times through a horizontal 
reduction in his list prices— 
sometimes through using his 
old lists and giving greater 
discounts — often through 
putting out the selfsame ar- 
ticles, dressed differently, at 
lower list prices, carrying 
greater discounts—a sort of 
face-saving idea. 

But, no matter by what 
name we call it, the net cost 

of manufactured goods is declin- 
ing rapidly—the jobber does not 
have to pay as much for what he 
buys. 

The jobber, therefore, becomes 
the neck of the bottle between the 
manufacturer and the dealer— 
the importance of his services 
just at this critical period cannot 
be overestimated. 


The Jobber 


For if the jobber is really effi- 
cient—if he has already written 
down his many excesses—if he 
has gotten rid of his overstocks, 
his slow-turning merchandise— 
if he has collected his accounts 
and Been careful with his credits 
—in short, if his cost of doing 
business has been brought down 
as low as it should be, he finds 
himself in position to properly 
serve the dealers who are de- 
pendent upon him by promptly 
transmitting the better values and 
lower prices which he is now en- 
joying and will continue to enjoy 
from the manufacturer. Dealers 
served by such a jobber will be 
able to live and do a satisfactory 
business under present condi- 
tions. 

But if the jobber has been slow 
in writing down his excesses—if 
he is still laboring, either in full 
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INCREDIBLE} 
$].00 Retail 


Double the value at 
half the former price 
DISTINCTLY MODERN 





No. 1600 (ACTUAL SIZE) 


This Five Pin Tumbler Cylin- 
der Padlock, is made of Tough, 
non-rusting alloy in a brilliant 
silver finish. The one-piece solid 
die-cast case is seamless and rivet- 
less. Case-hardened round steel 
shackle. Nickel-silver coined and 
slotted keys; unlimited key 
changes. A one-hand lock with 
key-retaining feature. 


Packed \% dozen in a red, black 
and silver counter display carton. 
Individual boxes. A better, faster- 
selling padlock, priced for 1932. 


Order From Your Jobber 


SLAYMAKER 
LOCK COMPANY 


LANCASTER ::: PENNA. 


Have you seen the new 50c “Silver Senti- 
nel” pin tumbler padlock? Sample free. 
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or in part, under the inefficient 
conditions which existed during 
the last few years—if he is tak- 
ing advantage of the lower prices 
he is getting to pay for his own 
inefliciency—then, in that case, 
he is robbing the retailers who 
are trusting him, and sapping 
their life-blood in a futile effort 
to save himself. I am sorry to 
say there are many jobbers in 
this latter class, and each time I 
come across one I always say: 
“God help the poor retailers who 
are depending upon him—they 
haven’t got a Chinaman’s 
chance.” 

Though lower consumer prices 
are positively necessary to rees- 
tablish volume buying, the mis- 
take must not be made in sup- 
posing that price alone will solve 
the problem. It will not. 

What the consumer is looking 
for today is more real value for 
the money he has to spend—noth- 
ing else will suffice. We must, 
therefore, be even more careful, 
under present conditions, to sell 
values. 

There probably lies ahead of 
us great mortality in both the 
wholesaling and retailing indus- 
tries—inefficient concerns which 


_ are unable, due to their high cost 


of doing business, to pass on real 
values at low prices, will fall by 
the wayside. This will be of 
great benefit to those efficient 
firms which will survive. 
Fundamentally, dealers should 


| find it to their advantage to deal 


with local jobbers; but this theory 
is based on the assumption that 


| the local jobber is efficient—up- 





to-date—in a position to offer 
ample and complete assortments 
of goods—and, last but not least, 
able to offer real values at right 
prices. 

It has been due to the ineffi- 
ciency of certain local jobbers 
that we now find great national 
jobbers coming into their terri- 
tories and taking business away 
from them, for a national jobber 
must depend solely on his efh- 
ciency and the services he can 
render in order to compete with 
a local wholesaler. 

It is safe to say that if the lo- 
cal wholesaler is truly efficient— 
doing a real job for his retailer 
—offering proper assortment— 
real values—low prices—mer- 
chandising service—the national 
jobber would never get a foot- 
hold in his territory. The mere 
fact that the national jobber has 
flourished and grown so rapidly 
is an indictment against the local 
wholesalers whose territories he 
is able to invade—it is manifest 
he is rendering a real service. 

One thing seems certain—the 
mentally-active retailer now real- 
izes that he must sell real values 
at low prices if he is going to re- 
main in business, and if his pres- 
ent jobber is unable or unwilling 
to promptly pass on the benefit 
of lower prices as they develop 
at the source, he will surely 
change his unprofitable connec- 
tion and find a better and more 
efficient source of supply—there 
is nothing but loss staring the re- 
tailer in the face if he is tied to 
something dead. 





Next week Hardware Age will present the 


third of its series of articles on Lighting. 


The 


title of the installment by Alfred Paulus is 
‘““Making the Store Front Pay Dividends.”’ 


HARDWARE AGE 

















| Convention Calendar 


AMERICAN ASSOCIATION OF MAsTER LocKsMITHs FIFTH 
ANNUAL ConveENTION, Hotel Royal York, Toronto, Canada, 
August 8, 9, 1932. Walter S. Orrell, Grand Lodge secre- 
tary, 206 Pearl St., New York City. 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION AND 
SOUTHERN HarpwarE JopBers AssociaTIon Joint Con- 
VENTION, Edgewater Park, Biloxi, Miss., April 18, 19, 20, 
21, 1932. Headquarters, Edgewater Gulf Hotel. Charles 
F. Rockwell, secretary-treasurer, American Hardware Man- 
ufacturers Association, 342 Madison Ave., New York City. 
Sidney St. J. Eshleman, secretary, Southern Hardware Job- 
bers’ Association, 704 New Orleans Bank Bldg., New 
Orleans. 


Dixie HARDWARE & IMPLEMENT CONVENTION AND Ex- 
POSITION, to be held jointly by the Southeastern Retail 
Hardware & Implement Association, composed of Ala- 
bama, Florida, Georgia and Tennessee; Mississippi Retail! 
Hardware and Implement Association and Arkansas Retail 
Hardware Association, Memphis, Tenn., April 26, 27, 28, 
1932. Walter Harlan, secretary, Southeastern Association, 
415 Palmer Bldg., Atlanta, Ga.; Guy Nason, secretary, 
Mississippi Association, Starkville, and L. P. Biggs, secre- 
tary, Arkansas Association, 815 Southern Trust Bldg., Lit- 
tle Rock. 


Jowa Retait HarpwARE ASSOCIATION 35TH JUBILEE 
CONVENTION AND HARDWARE SHOw, Des Moines, Feb. 7. 
8, 9, 10, 1933. Merchandise exhibit will be held in the 
Coliseum and all sessions in the Venetian Ballroom of 
the Hotel Savery. 
City. 


Philip R. Jacobson, secretary, Mason 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION 
Columbia, S. C., June 7, 8, 9, 1932. Headquarters, Jeffer- 
son Hotel. Arthur R. Craig, secretary, 804-806 Commer- 
cial Bank Bldg., Charlotte, N. C. 


LouIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Hotel Evangeline, Lafayette, April 4, 
5, 6, 1932. J. C. Ritchie, secretary, Ruston. 


NATIONAL RETAIL HARDWARE ASSOCIATION, Curtis Hotel, 
Minneapolis, Minn., June 20, 21, 22, 23, 1932. H. P. 
Sheets, managing director, 915-935 Meyer-Kiser Bank 
Bldg., Indianapolis, Ind. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
Convention, Amarillo, Tex., April 18, 19, 20, 1932. C. L. 
Thompson, secretary, Canyon, Tex. 


MARCH 24, 1932 








IMPORTANT 
NOTICE ! ! 


HE Mid-West Abrasive Company of 

Detroit, Michigan, is now affiliated 
with the Sand’s Level & Tool Company. 
The Sand’s Level & Tool Company will 
have exclusive distribution of Mid-West 
famous Wolverine coated abrasives. Upon 
request, we would be pleased to forward 
you descriptive matter and our price policy 
paper and 


to flint emery 


pertaining 


cloth. 


Sand’s-Stevens No. 555 Line 
and Surface Level 








AS important member of the well- 


known Sand’s Line is the new 


No. 555 Line and Surface Level. ira 
Dealers all over the country are re- 
porting large, profitable sales to ama- 
teur and professional builders. I 


The No. 555 is made of hard drawn 
Ex- 


aluminum of hexagon shape. 








tremely light, weighing less than one- sai 
half ounce, it is fas’ and accurate, 
with clear glass and quickly read vial. | 
Backed by the Sand’s reputation that Ng 
stimulates confidence and sales. | | 
Keep stocked. | 

| DETROMT} 


“Sand’s Levels Tell the Truth” 


Zo SANDS 0, 


LEVEL & TOOL CO. 


eens, 
é——______ 
























e 


SAND’S LEVEL & TOOL Co. 
8631-33 Gratiot Avenue 


DETROIT, MICHIGAN 




















Gien Cove, L. I., N. Y. Who 
makes the Thompson grass _ seed 
sower ?—Steisel’s. 

ANSWER: O. E. Thompson, 1002 
River Blvd., Ypsilanti, Mich. 

% * * 

Antico, Wis: Advise name and 
address of the maker of Agatite, 
which is used for painting asbestos 
paper covered hot air furnace pipe.— 
H. Jacobus & Co. 

ANSWER: Campbell Paint and 
Varnish Co., 106 Gratiot St., -St. 
Louis, Mo. 

Grissonsurc, O.: Where can lawn 
gazing globes be obtained ?—-Gibson- 
burg Hardware Co. 

ANSWER: Luxwell Mirror Nov- 
elty Co., 50 E. 8th St., New York, N. 
Y.; Brush Pottery Co., Zanesville, O., 
and Theo. McBride Glass Works 
Salem, W. Va. 

St. Aucustine, FLa.: Who imports 
the Henckel brand of shears and cut- 
lery ?—Cordova Co. 

ANSWER: J. A. Henckels, Inc., 
156 4th Ave., New York, N. Y. 

Mount PLEASANT, Pa.: Advise 
where repairs for Thornhill wagons 
may be obtained—M. R. George. 

ANSWER: Thornhill Wagon Co., 
Lynchburg, Va. 

Ripcewoop, N. J.: We have been 
handling a non-explosive liquid dry 
cleaner called Safetee-Kleen. The 
company making it has temporarily 
suspended operations and we desire 
the name and address of another con- 
cern manufacturing a similar product 
—Ridgewood Hardware Co., Inc. 

ANSWER: Sterling Products Co., 
Wilkinson Road, Easton, Pa. 
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Who Makes It? 


Information regarding sources of supply as provided 
readers of Harpware AcE by its Buyers’ Catalog De- 
partment is here presented as an aid to others in the 
trade you may be seeking the same articles. The in- 
quiries reproduced have been selected because of 
their general interest to hardware merchants. 


Rocuester, N. Y.: Provide names 
and addresses of several manufactur- 
ers of short wave radio sets—Henry 
Sachs & Son. 

ANSWER: Colin B. Kennedy 
Corp., South Bend, Ind.; Stewart- 
Warner Corp., 1828 Diversey Park- 
way, Chicago IIl., and R. C. A. Victor 
Co., Inc., Camden, N. J. 


* * * 


Cynwyp, Pa.: Who makes rolling 
window screens that work on the 
same principle as a window shade ?— 
Bala Hardware. 

ANSWER: Rolling Screens, Inc., 
13 Bergen St., Brooklyn, N. Y. and 
Disappearing Roller Screen Co., 1252 
Temple St., Los Angeles, Cal. 


* * * 


Piattspurc, N. Y.: Who makes 
a kitchen stool on the order of a 
small stepladder, having a folding 
top, which when raised, forms a back 
and converts the stool into a chair? 
A rubber tread on the tread or mat is 
labeled Frankson. Also provide ad- 
dress of the Loring-Lane Co.—M. P. 
Myers & Co., Inc. 

ANSWER: (1) Frank & Son, Inc., 
160 Fifth Ave., New York, N. Y. (2) 
Loring Lane Co., 53 Beach St., New 
York City. 


* * * 


OLYPHANT, Pa.: Where can we 
purchase a bench screw 24 inches 
long by 114 or 1% inches in di- 
ameter ?—Pinkus & Sons. 

ANSWER: Sargent & Co., New 


Haven, Conn. 
* * % 


Ocean City, N. J.: Who makes 
Woolsey’s copper paint? Also New 
Jersey copper paint?—Davis Hard- 
ware Co. 

ANSWER: (1) Harry Louder- 
bough, Inc., 339 Wayne St., Jersey 


City, N. J. (2) C. A. Woolsey Paint 
& Color Co., 500 Grand St., Jersey 
City, N. J. 

* * * 

Cuicaco, ILt.: Who makes a foot 
scraper having brushes on both sides? 
—L. Stauber Hardware Co., Division 
of Ace Stores. 

ANSWER: J. W. Fiske Iron Works, 
78 Park Place, New York, N. Y. 


* * * 


Winpom, Minn.: Where can we 
secure repairs for a 12 gauge repeat- 
ing shotgun labeled Model 24, Union 
Arms Co., Toledo, O.?—-Clark Hard- 
ware Co. 

ANSWER: Bostwick-Braun Co., 
Monroe and Summit Streets, Toledo, 


Ohio. 


* * * 


Passaic, N. J.: Who makes the 
Schick dry razor?—Julius Harris. 

ANSWER: Shick Dry Shaver, Inc., 
Stamford, Conn. 


* * * 


Miptanp Park, N. J.: At the recent 
exhibition of the New York Retail 
Hardware Association held in Mad- 
ison Square Garden, New York, some 
manufacturer displayed a line of 
enamels in bottles to retail at 15c. 
Can you tell me his name?—Peter 
Bakker. 

ANSWER: Sheffield Powder & 
Stencil Co., 5817 Kinsman Road, 
Cleveland, O. 


* * * 


New Rocue tte, N. Y.: Who makes 
Imperial welding outfits?—Fergu- 
son’s Stores Inc. 

ANSWER: Imperial Brass Mfg. 
Co., 1216 W. Harrison St., Chicago, 


Ill. 
(Continued on page 40) 
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ALT ORR TE I 














18-hole Golf Course; 18-hole 
Mashie-Putting Course; Ten- 
nis Courts; Glass-enclosed 
Swimming Pool; many miles 
of beautifully wooded bridle 
paths and a stable of splen- 
did riding horses; Children’s 
Playgrounds, etc. 


A Cordial Welcome is extended to delegates attending the Combined Meeting 


SOUTHERN HARDWARE CONVENTION 


April 18 to 21, 1932 
EDGEWATER GULF HOTEL, Edgewater Park, Mississippi 


On the Gulf Coast Between Gulfport and Biloxi 














DON’T SELL PAINT— 
SELL CLEANLINESS AND ATTRACTIVENESS! 


Touch the commonplace with a wand of imagination—Visualize for your 


customer the effect of the use of the product. 


The washing machine and vacuum cleaner mean leisure 
for a fuller social and cultural life. 

A good grade of builders’ hardware means freedom from 
repairs, permanency of investment and more inviting sur- 
roundings. 

Paint and varnish carry with them a more sanitary, colorful 


and harmonious home—as well as an enhancement of in- 


vestment. 


Case studies, giving in detail the application of sound modern principles 
of merchandising, are given each week in HARDWARE AGE. A careful 


perusal of each issue is an education in salemanship. 
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Who Makes It? 


(Continued from page 38) 


ASHLAND, O.: Provide names and 
addresses of several manufacturers 
of egg scales—Union Hardware & 
Supply Co. 

ANSWER: Exact Weight Scale Co., 
17 W. Spring St., Columbus, O.; Spe- 
cialty Mfg., Co., 2362 University 
Ave., St. Paul, Minn.; Eclipse Elec- 
tric Co., 3037 Nicollet Ave., Minn- 
eapolis, Minn., and Oaks Mfg. Co., 
Tipton, Ind. 

*% * * 

BurFa.o, N. Y.: Where can we ob- 
tain a sample book of Vitrophane, 
which is a colored transparent paper 
used to produce a stained glass effect 
on plain window glass?—Emil Woep- 
pel. 

ANSWER: Mayhew & Stephens, 
33 34th St., Brooklyn, N. Y. 

* * * 


Romeo, Micu.: Who makes a line 
of brooms, brushes, mops and dusters, 
under the trade name Cleanbest Pro- 
ducts?—Otto Keils Hardware. 

ANSWER: H. Hertzberg & Son, 
41-51 E. 11th St., New York, N. Y. 

Peru, Iowa: Furnish name and ad- 
dress of the company manufacturing 
the New Era gun.—J. W. Shearer. 

ANSWER: Barker Gun Co., 314 
Broadway, New York, N. Y. 

* * * 

BETHLEHEM, Pa.: Who makes Nu- 
Sham-ee, which is similar to the reg- 
ular chamois skin, but less expensive ? 
—Krause Hardware. 

ANSWER: Masland Mfg. 
Philadelphia, Pa. 


Oye 


* * 


Manitowoc, Wis.: Where can we 
obtain ping pong sets, balls, etc. ?— 
J. J. Stangel Hardware Co. 

ANSWER: Parker Bros., Salem, 
Mass. 

* * * 

Wasuincton, Pa.: Who makes the 
Advance lawn mower and where can 
we obtain repairs for same?—Fer- 
rell Bros. Hardware. 

ANSWER: The above trade name 
is being used by both the American 
Lawn Mower Co., Muncie, Ind., and 
the Elwood Lawn Mower Co., El- 


wood, Ind. 
* * * 


Rauway, N. J.: Who makes a 
special product for preventing damp- 
ness and moisture from ‘seeping 
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through cellar walls? — Rahway 


Hardware Co. 

ANSWER: Goheen Corp. of New 
Jersey, 200 Emmett St., Newark, N. 
J., and Protexol Corp. 42 Market St., 
Kenilworth, N. J. 


* * * 


STATESVILLE, N. C.: Who makes a 
non-slip rubber bath tub mat?—Laz- 
enby-Montgomery Hardware Co. 

ANSWER: Sponge Rubber Prod- 
ucts Co., 160 Housatonic Ave., Der- 
by, Conn. 

Omaua, NEB.: Who is the manu- 
facturer of the Blair faucet reseater? 
—Your Community Store. 

ANSWER: Blair-Knox Co., Pitts- 
burgh, Pa. 


* * * 


Mount Carmet, Pa.: Furnish 


names of manufacturers of both alum- 
inum and tin cake pans, having the 
removable side feature—John Ward- 
rop and Son. 

ANSWER: Tin—Geuder, Paeschke 
& Frey, Milwaukee, Wis. Aluminum 
—Aluminum Goods Mfg. Co., Manit- 
owoc, Wis. 

* * * 

New Beprorp, Mass.: Furnish 
names and addresses of several mak- 
ers of utility trucks, suitable for 
transporting ash cans, trunks and 
boxes. We are interested in types 
that might be retailed at $1.50 or $2. 
—Lemlin Hardware Inc. 

ANSWER: Oliver Whyte Co. Inc., 
Boston, Mass., More Handy Truck 
Co., 100 Rutledge St., Brooklyn, 
N. Y., and Fairbanks Co., 393 La- 
fayette St., New York, N. Y. 





Price Courage Made Current 
Profits Possible 


_ Y company—83 years 
M old—has been coming 
through current con- 
ditions fairly well. We have 
had to put in salary cuts, watch 
our P’s and Q’s all the way down 
the line, but we have made 
profits, and if we had any outside 
stockholders they would have 
been paid dividends. We have 
not succeeded by selling goods at 
a loss, not taking business on the 
theory that it might be paying 
part of the overhead, or maybe 
none at all. We have not fooled 
ourselves into taking an order, 
no matter how big, that failed to 
carry its just share of the load. 
“When you take business on 
the fancy theory of possibly re- 
ducing your overhead, you are 
spending time, worry and atten- 
tion that had better be spent on a 
profitable project or prospect. 
When you take the “cut price” 
business you are educating your 
trade that your quality talk, or 
your real price is just plain 
“hokum.” You are robbing your 
future of your efforts of the past. 
“But after all, the answer to 


success is not courage alone, but 
the ability to get a higher price, 
to put your products on a ped- 
estal, to make them the unques- 
tioned leaders in their line, and 
none of these most important as- 
sets can be won if quality gets 
scant attention. Quality gets a 
fair price. Quality breeds en- 
thusiasm in your men. Quality 
begets confidence, and quality 
brings repeat orders and auto- 
matically enhances reputation. 

“We now have the formula 
worked out. Quality plus a rea- 
sonable profit, plus guts, equals 
a good business. All the busi- 
ness guts in the world won’t make 
second-hand merchandise profit- 
able. Mind you, I did not say 
you would get the biggest busi- 
ness in volume. I said a good, 
profitable business, and_ that’s 
enough for any of us, and a 
darned sight more than most of 
us get!” , 





Extract from an address delivered by 
William H. Zinseer, president, William Zin- 
seer & Co., New York City, before the re- 
cent convention of the New York State Re- 
tail Hardware Association. 
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Steenhusen Is a dsood Collector 


ETER STEENHUSEN is a 

good collector. He operates 

a small hardware store in the 
extremely small village of Irwin, 
Iowa, a hamlet boasting a total of 
378 population by the latest Federal 
census. 

In a nutshell, here is the story of 
Peter Steenhusen: He came from 
Germany in 1882 without a dollar. 
He worked on a farm at Davenport. 
Iowa, for quite a time at $15 a 
month. He engaged in the grocery 
business, but sold out in a few years 
and entered the retail hardware busi- 
ness. He has made his money in 
the hardware business. He dis- 
counted his bills for 38 years. He 
made money on his discounts. And 
then, HE WAS ALWAYS A GOOD 
COLLECTOR. So today, at the age 
of 68, active and spry, and alert, he 
owns six Iowa farms in the vicinity 
of Irwin, a total of 1040 acres of 
the best land in the great State of 
Iowa; and every acre of it is paid 
for. 


No Disgrace to Ask 
for Money 


“T have always kept after my col- 
lections,” said Mr. Steenhusen. “If 
I pay my bills on time I expect the 
other fellow to do the same. I never 
hesitate to ask a man for money 
when he owes me. Why should I? 
It is no disgrace to owe money. It 
is no crime to ask for it. The dis- 
grace lies in refusing to pay the debt 
when due.” 

As a collector, Mr. Steenhusen 
does not hesitate to ask a customer 
for money, even when there are 
others around. Most merchants con- 
sider that bad business, but Peter 
Steenhusen thinks when it’s time to 
collect, it’s time to collect, no matter 
who is around to hear the collection 
talk. Of course, there is a lot in 
personality. Peter’s friends say that 
nobody gets mad at Peter, no matter 
what he does, just because he has 
a way about him that is Peter’s way. 
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PETER STEENHUSEN 


Mr. Steenhusen recently found his 
book accounts mounting up faster 
than he wanted them to mount; he 
suddenly cut off the credit of a lot 
of people who have been getting 
credit for years. “I have cut off 
those who are several months behind 
with their accounts,” said Peter. “I 
can’t bother with them. I can’t give 
them any further credit. If a man 
won't pay you in six months, it’s 
high time to stop him and not let 
him get in deeper in these times. 

“They just buy less, and wait 
until they have the money to pay 
for the goods before they buy— 
that’s what they do about it. 

“Oh, yes, a few of them get a 
little mad, and some quit me; but 
I don’t care. What do I want with 
a customer who can’t pay for what 
he got six months ago and still wants 
to take out more of my goods on the 
same terms?” 

The story is told that some years 
ago when the late C. H. Reinholdt 
was still running his hardware store 
at Manning, Iowa, some 10 or 15 


miles away, he made several sales 
of large hardware items to several 
farmers right down in the Irwin 
neighborhood. He extended credit, 
and these accounts dragged out far 
too long. That was before auto- 
mobile days, so one day Mr. Rein- 
holdt took the train to Irwin to make 
these collections. Stepping off at 
the Irwin station he decided to step 
into the hardware store for a few 
moments and pay his respects to 
Peter Steenhusen. After a friendly 
greeting and a few pleasant remarks, 
Peter asked: 

“What brings you down to Irwin?” 

“Oh,” said Reinholdt, “I sold some 
stuff down around here nearly a 
year ago, and I thought I’d better go 
out and collect.” 

“Is that so?” exclaimed Peter. 
“By gosh, I'll hitch up the old mare 
and take you out to see these fellows. 
I know where they live. We'll get 
you the money.” 

Out they went, rival hardware 
men in rival towns, and Peter did 
the collecting for his rival from 
Manning. 

“You owe Mr. Reinholdt for that 
washer and that hay carrier,” was 
the way Peter went at the farmers. 
“Well, he wants his money now.” 
And Reinholdt got the money. 

To this-day, Harry C. Reinholdt, 
in the hardware business at Manning, 
tells this story of how Peter helped 
his father collect his bills right down 
in’ Peter‘s own territory; and the 
younger Reinholdt tells it as an illus- 
tration of what a capital good sport 
Peter has always been, and how he 
loved nothing better than a collection 


job. 





Next week Hardware Age will begin a new series of ar- 

ticles on Collections by Maxwell Droke who wrote the 

excellent collection letters printed in Hardware Age 
previously. 
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WE ARE GLAD WE ARE HERE 


Had a narrow escape but we are still “a-floatin’.” Our 
father established this business 52 years ago and we have 
carried on thru all the intervening years with an earnest 
desire to serve and to succeed. We have spent many a 
happy hour watching the business grow and a number of 
uneasy moments over its future success or failure. But 
we are still here and want to stay. Although time has 
destroyed 90 per cent of all the businesses like ours, we 
are going to try to be the exception. Depressions are noth- 
ing new to us. We still have faith in the future and espe- 
cially in the people of this community—the finest the 
sun ever shone on. Things may seem bad, but take our 
word for it, they are better right around here than any 
place else in the U. S. A. When the wind blows here, it 
is worse somewhere else; when it rains here, there is more 
in other places, and when the better things are to be had, 
there are more here than in any place else. The writer 
has been delivering a series of talks to the boys in his 
store on the subject of “Perpetuating a Business,” on the 
things that go to hinder or help the perpetuation of a 
business, or buying and selling merchandise, on store ar- 
rangement and cleanliness, on profit and loss, on over- 
head and service, on getting new customers and holding 
them, on courtesy and efficiency, on finding something to 
do and doing it, on keeping constantly at it and doing the 
job right. The thing most necessary to the perpetuation 
of a business is customers. Courtesy and efficient service 
will hold them. The fact that we have served the people 
here for 52 years is proof that we have more than half- 
way treated them right, and in order to stay and continue 
to serve you good people, we must make more new 
friends in business and hold the old. This is our plea to- 
day: Give us your business in 1932; make our store your 
store this year and help us perpetuate this business. 


WM. TUCKER & COMPANY 


RUSSELL ROSE 
GEORGE BROWN 
BOB HALFACRE 


JOHN R. TUCKER 
WM. TUCKER, III 
R. A. TUCKER 








An Ad That Brought Closer Contact 
With Customers 


HE hardware firm of Wm. 
Tucker & Co., Ripley, Tenn., 
has been in business for over 50 
years. It will probably continue 
to serve its community for an- 
other half century. It certainly 
will if the policy of the present 
management is continued. 
Ripley is a thriving town of 
approximately 2500 people. In 
towns of this size, and for that 
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matter, in many larger towns and 
cities, the success of an indepen- 
dent hardware merchant lies 
largely in the continuous main- 
tainment of a close contact be- 
tween the store and the public it 
serves. 

That John R. Tucker, Wm. 
Tucker, 3rd, and their associates 
realize this fact is fully exempli- 
fied in the accompanying message 


recently distributed in the com- 
pany’s trade territory. This mes- 
sage takes the people of Ripley 
into the Tucker family. It hu- 
manizes the store and at the same 
time tactfully brings out not only 
the years of “Tucker” service, 
but the desire to perpetuate that 
service. At the same time it tells 
of the steps being taken to keep 
the business on an_ up-to-date 
basis. 





Beaver Mfg. Co. Offers 
Catalog of Complete Line 


The Beaver Mfg. Co., 625 North Third 
Street, Newark, N. J., has announced a 
catalog showing its complete line. It is 
illustrated, many pages being in color. 
Suggested resale price data and confiden- 
tial price sheets for the trade are also 
ready. In addition, special catalog sheets 
covering individual specialties are avail- 


able. 


Offer Folder on Sash 
Chain and Fixtures 


A folder which gives complete informa- 
tion on how to use the various fixtures that 
are supplied for use with American sash 
chain has just been issued. Several illus- 
trations show clearly just how to attach 
the chain to the sash and to the sash 
weight. It also gives complete informa- 
tion on the different sizes of chain. 

Copies may be obtained from American 
Chain Co., Inc., Bridgeport, Conn. 


= 


Catalog for Peters 
and Jobbers’ Salesmen 


“Ammunition You Can Sell With Confi- 
dence” is the title of a booklet available 
only to Peters salesmen and to Peters job- 
bers’ salesmen. Booklet tells the story of 
the advertising campaign for this year, as 
planned by The Peters Cartridge Co., Kings 
Mills, Ohio. It illustrates and describes 
Peters metallics, shot shells and dealer 
helps offered to assist in their merchandis- 
ing. Booklet describes the national adver- 
tising campaign being carried on by the 
Peters company, as well as illustrating ad- 
vertisements to appear in various papers. 
Illustrations also show photographs made 
by “Sparkography,” Peters’ method of pho- 
tographing shot strings and bullets in 
flight. Movie slides, newspaper mats and 
window display material are described and 
shown in the booklet. 
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You Should Have! 





NOTE—A LIST OF 
HARDWARE RETAILERS 
IS NOT INCLUDED IN 
THIS PUBLICATION-— 
WRITE FOR DETAILS 


IT IS OBTAINABLE AT THE LOW PRICE OF 


$10.00 


PER COPY 


USE THIS COUPON TO FILL YOUR 
REQUIREMENTS PROMPTLY 


HARDWARE AGE VERIFIED LIST 
239 West 39th Street, New York 
GENTLEMEN: 
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Kindly send me ......... copies of your New Twelfth Edition 
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THE TWELFTH EDITION OF 


HARDWARE AGE 


VERIFIED 
LIST 


WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 


WHOLESALE DISTRIBUTORS MILL SUPPLIES 


PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 


HARDWARE CHAIN STORES 


WE need hardly point out the necessity and value of 
an authentic hardware jobbers list, compiled and spon- 


sored by HARDWARE AGE. 


It not only authoritatively gives you the names of the recog- 
nized hardware jobbers, but also includes their capitalization, 
the territories they cover, the number of men traveled, the 
lines handled and, in most cases, the names of officials and 
buyers. 


Such a publication is indispensable to sales managers and 
advertising managers. Furthermore, many firms find it high- 
ly advantageous to give copies to their road salesmen and 
district representatives. 
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How Grunert 
Sells Major Items 


Where No Sale 


MONG other things G. G. 
A Grunert of Northfield, 
Minn., sold 47 gas ranges 
of one of the well-known bottle- 
gas brands. He sold 7 electric 
refrigerators in six months and 
got cash for six out of the seven. 
Those are samples of the activity 
of this hardware store, and they 
are typical samples of the way 
things are made to move around 
this Grunert store. 

“T have come to the conclusion 
that you must have your head 
working all the time; that you 
must study your own local con- 
dition; and then, above all, that 
there is no substitute for hard 
work in the retail hardware busi- 
ness, 

“Knowing that hard 
counts and that it counts to be 
alert to every opportunity, we 
here in the store don’t overlook 
many bets. We consider that 
when a person comes into our 
store they are for the moment our 
customers, and we have a right 
to try to sell them something be- 
sides the small item they may 
have come in for particularly. 
Of course, we try not to press 
such matters to the point of 
making ourselves a nuisance. 
We don’t want people afraid to 
come in here for fear we will 
high-pressure them; but we aim 
to suggest some other items to 
them always before they get out. 

“For example, a farmer came 
in here only a few weeks ago to 
buy some bolts. I took him back 


work 
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Seems Possible 


to the bolt rack, where he picked 
them out. He bought 15 cents 
worth of bolts. That was all he 
came in for. I asked him if there 
was anything else, and he re- 
plied there was not—that he 
came in especially for the bolts. 
However, out of courtesy to a 
customer, I walked with him half 
way to the door, and visited with 
him. As he passed a washing ma- 
chine I noticed he turned his 
head and looked at it just in 
passing. I asked if he were in- 
terested in a washing machine, 


and he said: 


“*No, not now. 
may be, but not now.’ 

“Upon inquiring what kind of 
a machine his wife was using, I 
learned she had none at all, but 
was washing on a board. 


Some day 





“I offered to send a machine 
out to demonstrate, but he didn’t 
want me to. Finally I said: ‘Tl 
tell you what we’d like to do. 
We want to give your wife a 
treat. Next Tuesday I’ll have a 
man out there at your home at 
8 o’clock to put in a sample ma- 
chine and do your washing for 
your wife. She will not need to 
touch it unless she wants to. We 
will come out and do your family 
washing and let you and your 
wife see how this power washer 
does the job.’ Reluctantly he con- 
sented to let us do this. 

“Well, the man took the ma- 
chine out, did the washing, and 
came back without the machine. 
Instead he brought back $187.50 
in cold cash. These people, after 
they saw the machine operate in 
their home, just simply would 
not part with it. And while the 
man had told me he couldn’t af- 
ford a-machine this year, he 
nevertheless went to the hiding 
place of his treasure in his farm 
home and brought out a roll of 
bills to pay cash for the machine. 

“Think of how easily I could 
have missed that $187.50 sale if 
I had been content with selling 
15 cents worth of bolts, and had 
not followed that man to the 


An unusually attractive spring window by Francis Bros., Reading, Massachusetts 
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door to inquire as to whether he 
was interested in a washing ma- 
chine. 

“That is what I mean by say- 
ing we must work and be alert to 
our sales possibilities all the 
time. We are all inclined to give 
up too easily and take the cus- 
tomer’s word for it when he says 
he can’t afford this or that. 

“Recently we asked a woman 
to let us bring up and demon- 
strate a gas range. She hesi- 
tated, and we gave up too easily. 
A week later when we opened the 
subject again she told us we 
needn’t demonstrate now as she 
had about decided on another 
stove. We realized what we had 
lost by not pressing the matter 
the first time. We further real- 
ized that apparently we had gone 
so far as to put her in the notion 
of getting a new range, and then 
someone else had all but closed 
the deal; so we decided it was up 
to us to make a fight for the 


business we had apparently cre- 


ated. So we insisted as diplo- 
matically as possible that our 
man be allowed to come up and 
demonstrate our range before 
she finally made her purchase. 
Since we had talked to her first, 
we felt we should be given at 
least an opportunity to demon- 
strate our stove in her home. 
After much persuasion, she al- 
lowed our man to show it. Do 
you know that man came back 
with the cash for that stove, and 
the money was in the form of the 
old-fashioned bills—you know 
those old big bills that have been 
out of general circulation now 
for the past four or five years. 
This shows that somewhere in 
that home the family had a lot 
of old currency hidden away for 
the past number of years. 

“The illustrations I have given 
show what I mean when I say 
there is no substitute for hard 


work and for being on your toes 
and alert to your sales possibili- 
ties in the community.” 





The Tower of Babel 


(Continued from page 21) 


stand you. They say “la-bor- 
atory” with the accent on “bor.” 

The English very much enjoy 
hearing our slang. They espe- 
cially like our slang expressions 
derived from the early wild west 
days. A good slangy American 
can always entertain a dinner 
party by dropping into this ver- 
nacular. 

A shark at cards is not an ex- 
pert, as we might use the expres- 
sion, but a crook. To tell any- 
one he was quite a shark at cards 
would be to insult him. So the 
list might continue, but as Am- 
bassador Mellon has spent many 
years in England, no doubt he is 
more or less familiar with the 
language. 

French also has its peculiari- 
ties, at least from an American 
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standpoint. Once we called a 
cab in Paris and said: “Hotel 
Continental.” This cabby was 
also stuck. We tried again and 
again, but he could not under- 
stand us. Finally in desperation 
we said: Hotel Con-ti-nen-tal and 
emphasized loudly the last sylla- 
ble. The cabby immediately 
burst into smiles and said: “Oui, 
oui, monsieur, tout suite.” The 
French seem to emphasize every 
syllable, that is why one of my 
friends states that he can never 
speak French when he is sober, 
but when he is a few sheets in 
the wind, his pronunciation is 
such that they all understand 
him. 

The ability to draw pictures 
often takes the place of language 
in a foreign country, but we have 


all heard the old story of the two 
Americans in Mexico who went 
to a restaurant and wanted to get 
a nice thick steak. They could 
not put it over to the waiter. Fi- 
nally one of the Americans who 
was an artist, drew a picture of 
a long horned steer on a piece of ° 
paper. “Oh, si, si, senor,” said 
the waiter, and quickly ran from 
the table. He returned shortly, 
and handed the gentlemen two 
tickets for a bull fight. 

The battle of New Orleans 
where the English general Pack- 
ingham was defeated by our 
General Jackson, was fought thir- 
ty days after peace has been de- 
clared between England and the 
United States. The means of 
communication were so slow in 
that day that all these English 
and Americans died uselessly. 
This was certainly a tragedy. But 
to our mind, what can be more 
tragic than these poor Japanese 
and Chinese shooting each other 
up in Shanghai, while the diplo- 
mats in Geneva laboriously go 


through all this formality of try- 
ing to communicate with each 
other. Isn’t it all an absurd 
farce? 

Our diplomatic acquaintance 
stated that at one time during the 
negotiations in Geneva it was sug- 
gested to the Japanese represen- 
tative that Japan allow the for- 
eign nations to place their sol- 
diers between the Japanese and 
Chinese, and thus stop the fight- 
ing. He was‘asked if he would 
cable this proposition to Tokio. 
The proposition had been trans- 
lated into Japanese, and having 
read it and thought it over a long 
time, the Japanese representative 
took a block of paper, wrote up- 
on it very carefully, and then 
looking up said briefly: “No!” 
Our visitor stated that in Europe, 
in all the conversations between 
intelligent well-posted people, 
not one seemed to care how much 
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the Japs shot up the Chinese, or 
how much the Chinese shot up 
the Japs. That this sort of thing 
What they 


was a mere detail. 


did discuss, was the effect of this 
Japanese adventure upon the 


present and future standing of 
the League of Nations. 
seem hardly logical, however, 
for these distinguished gentle- 
men in Geneva to be discussing 
peace, disarmament and the set- 


It does 








A young man who was 
something of a pest told a 
young woman that he dreamed 
he had wings and therefore 
must be an angel. 

“Insects also have wings,” 
remarked the young woman. 





A fisherman walking across 
a hay field in the country met 
a farmer. 

“Is it an offense to catch 
fish here?” he asked. 

“Offense?” replied the farm- 
er. “No, by gosh, it’s a mira- 
cle.” 





Minister: “I wish to an- 
nounce that next Wednesday 
evening the Ladies’ Aid will 
hold a rummage sale. This is 
a chance for all the ladies of 
the congregation to get rid of 
anything that is not worth 
keeping, but is too good to 
be thrown away. Don’t for- 
get to bring your husbands.” 





“T want a ticket for Vir- 
ginia,” Mose said to the ticket 
agent. 

“What part of Virginia?” 

“All of her,” Mose came 
back. “Dat’s her watching 
my suitcase.” 


Mother: “Remember, grand- 
mother gave you a nice Bible 
for Christmas last year. You 
should get her something nice 
this year.” 

Little Willie: “I got it all 
picked out. I’m going to get 
her that 1000 shot air rifle I 
saw in the hardware store 
window yesterday.” 
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Compiled by 


Justin Paunn 


Young Husband: “I can’t 
stand this suspense any longer. 
It will kill me.” 

Doctor: “Calm yourself, my 
dear sir. I’ve brought thou- 
sands of babies into the world 
and never lost a father yet.” 





Tommy: “Mother let me go 
to the zoo to see the mon- 
keys?” 

Mother: “Why, Tommy, 
what an idea! Imagine want- 
ing to see the monkeys wheu 
your Aunt Betsy is here!” 





“Are you wearing specta- 
cles, old man?” 

“Yes. Through cross-word 
puzzles I’ve contracted an 
optical defect. One eye travels 
vertically and the other hori- 
zontally!” 





A man in a hospital for 
mental cases sat fishing over 
a flower bed. A visitor ap- 
proached and, wishing to be 
affable, remarked “How many 
have you caught?” 

“You’re the ninth,” was the 
reply. 

The boarding house mistress 
glanced grimly down the table 
as she announced: 

“We have a delicious rabbit 
pie for dinner.” 

The boarders nodded re- 
signedly—all, that is, but one. 

He glanced nervously down- 
ward, shifting his feet. One 
foot struck something soft, 
something said, “Meow.” 

Up came his head. A re- 
lieved smile crossed his face 
as he gasped, “Thank good- 





ness.” 





The customer stretched his 
legs and surveyed the remains 
of his glorious repast. 

“Ask the manager to come 
along,” he said to the waiter. 

That worthy, suave and 
smiling, appeared. 

“You are the manager?” 

“T have the pleasure, sir.” 

“Well,” said the customer, 
“five years ago I dined here, 
was unable to pay my bill and 
you kicked me out.” 

“I’m very sorry, indeed, sir,” 
said the manager, with an 
apologetic look; “but I’m sure 
you will understand that busi- 
ness is—er—” 

“Oh, don’t mention it. 
Might I trouble you again.” 





“Could one refer to the 
Venus de Milo as the girl who 
got the breaks?” inquired the 
tourist in the Louvre. 

“Why not? It’s an armless 
joke.” 





X in the Roman notation is 
ten; 

X is the mark 
men; 

X means a crossing, as drivers 
should note; 


of illiterate 





X in a circle may count as a 
vote ; 

X is a quantity wholly un- 
known; 

X is 4 ruler removed from his 
throne; 

X may be xenon, a curious 
gas; 

X is a ray of a similar class; 

X-mas is Christmas, a season 
of bliss; 

X in a letter is good for one 
kiss; 

X is for Xerxes, that monarch 
renowned; 

X is the place where the body 
was found. 

Judge: “You admit you 


drove over this man with a 
loaded truck?” 
Driver: “Yes, your honor.” 
Judge: “What have you to 
say in your defense?” 
Driver: “I didn’t know it 
was loaded.” 





tlement of international differ- 
ences by the rule of reason, when 
two of their Oriental members at 
the same time are reducing the 
population of their respective 
countries. 


He was standing on the cor- 
ner, paying absolutely no at- 
tention to anyone. He shook 
his head and mumbled to him- 
self: “No, no, no—no, no, no!” 
He paid no attention to the 
crowd that gathered, but just 
kept on saying: “No, no, no!” 

An officer shook him by the 
arm and said: “What’s the 
matter, my friend?” 

“Nothing at all,” came the 
reply. “I’m just a yes man 
taking a day off!” 





Father: “What did you and 
Joe talk about last night, 
Daughter, that kept you so 
quiet and interested in there 
in the dark?” 

Daughter: “Oh, we talked 
about things, Father, that 
young men and young women 
wouldn’t have dreamed of dis- 
cussing fifty years ago!” 

Father: “What, for 
stance?” 

Daughter: “Airplanes, and 
radios, and talkies, Dad!” 


in- 





“They say Boggs is crazy 
on the subject of golf, and 
his wife is equally crazy over 
auction sales.” 

“Well?” 

“You see, they talk in their 
sleep. The other night a 
lodger in the next room heard 
Boggs suddenly shout, ‘Fore, 
and immediately Mrs. Boggs 
yelled, ‘Four and a quarter.’ ” 





Junewed “Do ever 
read in bed?” 

Oldwed: “Not now. I often 
lie awake listening to a lec- 


ture, though.” 


you 





Doctor: “I would advise 
you, madam, to take frequent 
baths, get plenty of fresh air, 
and dress in cool gowns.” 

Patient’s Husband (an hour 
later): “What did the doctor 
say?” 

Wife: “He said I ought to 
go to Palm Beach, and then 
to the mountains. Also that 
I must get some new light 
gowns at once.” 
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Stock and Profit with 
“G&B” QUALITY Products 


POULTRY NETTING 
STRAITLINE FENCING 
|) GALVANIZED HARDWARE CLOTH 
“PEARL” —COPPER 
BRIGHT and ROMAN BRONZE 
SCREEN WIRE CLOTH 


The Gilbert & Bennett Mfg. Co. 


Established 1818 America’s Oldest Woven Wire Factory-Manufacturers 
WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 





QUALITY 


PRODUCTS, y 
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Oo Thi d The new Diamalloy Featherweight Adjustable 
ne- IF Wrench is twice as strong yet a third thinner 
TH | NNER than the standard pattern. Made of newly de- 
veloped alloy steel of remarkable strength. 
Fits where other wrenches will not. Withstands 


ht 


DIAMOND CALK HORSESHOE CoO. 
4622 Grand Avenue, Duluth, Minnesota 











For Hard, Heavy, Difficult Work 


Yhat’s what COES All Steel Wrench is 
made for—and it’s made right from head to 
handle. Extra strong throughout. Seven 
sizes: 6 to 21 inch. Ask your jobber. 


BEMIS & CALL CO., Springfield, Mass. 











THE NEW 
FAST SELLING 


PACKAGED NAILS 


No weighing—no loss in selling as 
with bulk nails, your customers 
get more and better nails to the 
pound. No scales, paper bags, or 
twine needed. Clean and easy to 
handle. The convenient way to 
handle nails for you and your cus- 
tomers. 








Handsome display stand provided for dealer. Holds 
assortment of 140-5 lb. cartons. Orcupies small 
space—gets instant attention—creates rapid turn- 
over. For further information, write direct to 


NORTHWESTERN BARB WIRE CO, 
STERLING Since 1879 = ILLINOIS 

















MORE SOLD 


More Good Luck Jar Rub- 
bers are sold than any other 
kind. Used by experts and 
home canners for 20 years. 
Highest quality jar rubber 
made. Nationally adver- 
tised. Excellent profit. Big 
repeats. 10c a doz. Two 
gross (24 cartons) in full 
color display container. 


GOOD LUCK Jar Rubbers 


With the BIG handy lip 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 











Moored to Iceberg kip Coltaditen 


Sell a Rope that gives unfailing service under conditions like this. Colum- 
bian Quality —Strength—Durability—and Waterproofed features are 
reasons why it was trusted and why it kept faith in the Arctic Regions. 


COLUMBIAN ROPE COMPANY, Auburn «The Cordage City”, N. Y. 


COLUMBIAN ipe-atarted Pure Masite ROPE 














We will be glad to help you 
with your sales problems. 


Hardware Age, 


239 W. 39th Se, 
New York City 


ALL-ARMORED 
CONSTRUCTION 


A wax-compound top for a flashlight 
battery is out of date now! Eveready 
uses a metal top. In fact, Eveready’s 
power-producing ingredients are sealed. 
in metal. 


Evereadys are in better shape to stay 
fresh in your stock, and last longer in 
your customers’ lights! Display Ev- 
ereadys. Take advantage of their im- 
provements and the national advertising. 
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CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from ployed pted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 

will be forwarded by us post paid. 











General Sales Manager 


An executive, analytical and with a successful record 
for producing profits from both national and foreign 
markets. 

American, age 40, married, speaks Spanish and 
Portuguese. Knows the practical application of 
economic research, sales and market analyses, having 
made such studies for several nationally known hard- 
ware manufacturers. 

Has wide personal acquaintance among jobbers and 
dealers of hardware, mill supplies, plants, auto 
accessorieis, shoe findings, industrial plants, rail- 
roads, mail order and chain stores. 

A personal interview may develop some new ideas on 
your present-day marketing problems. Am free to 
go anywhere. 


Address Box No. J-718 care 
HARDWARE AGE, NEW YORK CITY 


POSITIONS WANTED 
Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from unemployed accepted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 


POSITION WANTED—Retail hardware man, single, 33 years old, of 
10 years’ experience, desires connection with a reputable firm. Has a 
wide knowledge of tools, shelf hardware, paint, cutlery, china and glass- 
ware, and formerly buyer for house furnishing department of a city 
store. Willing worker. College graduate. Best of credentials. Address 
Box J-734, care of Harpware AGE, New York City. 








POSITION WANTED—Young married man, age 40, having 20 years’ 
experience in the retail housefurnishing line wishes position. Willing to 
go anywhere, a real live wire salesman. Can furnish best of business 
reference. Address Box J-732, care of HaRDWARE AGE, New York City. 





BUSINESS OPPORTUNITIES 
$3.00 


Set Solid, Minimum of Five Lines. .......0scsccccccscceseees 
Sieh Bek: Ts 50540550060 00606 0865050445065 sss600088 SEND 
Four Consecutive Insertions, 10 Per Cent Discount 





PARTNER WANTED—Modern Hardware, Houseware and Sporting 
Goods store, established twenty-five years in Illinois agricultural and 
industrial city near Chicago. Only two stores serving immediate trade 
territory thirty-five thousand. Will need about $10,000 clean stock. Y 
location, good building, ample room for expansion. Bank difficulties 
compel owner to seek additional capital. Best of references. Address 
Box J-655, care of HArpware AcE, New York City. 





FOR SALE—Only hardware store in small thriving town sixty miles 
from Denver, Colorado. Large trading territory. Exceptional opportunity 
for a good man with small capital to invest. Sell all or part on a 
reasonable basis. Address WILLIAM K. BARR, 5105 Washington St., 


Denver, Colo. 

















HARDWARE EXECUTIVE—Efficiency expert, manager or salesman 
with unusual retail and wholesale experience in_hardware and all of its 
kindred lines and implements, also, Marine, Electrical, Plumbers and 
Fitters supplies. I am married with family, Protestant, sober, saving and 
industrious. Wish to connect with live institution with opporunity for 
advancement and investment, if found worthy. Salary is secondary. Have 
best of credentials as to ability, willingness to work and integrity. Will 
guarantee results on right side of ledger, if in charge. Service available 
April 1st, anywhere but prefer north central west. Let’s go. Address 
Box J-735, care of Harpware AcE, New York City. 





HARDWARE CLERK—Young man, 28 years of age, with 6 years’ 
experience as retail hardware clerk and ? years in wholesale and retail 
paint store, wishes position. Have chauffeur’s license and handy with tools. 
Would consider position out of New York. Salary secondary to opportunity. 
Possess best desired references. Address Box J-682, care of HARDWARE 
Ace, New York City. 

HARDWARE MAN experienced as Order Clerk, Traffic Manager, 
Accountant, Production Manager and Salesman. Would consider position 
in any of above capacities. Fully capable of assuming Managerial Position. 
Have been associated with one firm for fifteen years. Can furnish very 
best of references. Address Box J-738, care of Harpware AcE, New 
York City. 











WAREHOUSE MANAGER—Department Head, 39, married, indus- 
trious, tactful, dependable, understands Heavy Hardware, Wire Fencing, 
Building Material, Supply Lines. Long experience supervising Receiving, 
Stock, Order Filling and Shipping Departments. Best references. Prefer 
oo district. Address Box J-737, care of Harpware Ace, New 
Yor ity. 


POSITION WANTED—Hardware Salesman with ten years’ experience 
as a hardware jobbers salesman, ten years’ experience as a salesman for 
hardware manufacturers and two years’ experience selling advertising to the 
retail hardware trade, desires position with a high-class Christian firm. 
Eastern territory preferred. I am 46 years old, married, and can furnish 
A-1 references. Address Box J-723, care of Harpware AGE, New York City. 








RETAIL HARDWARE MAN with twenty years’ experience in both 
retail and wholesale hardware business, sporting goods, paint and household 
supplies. Forty years of age, sober and industrious. Capable of taking 
charge and handling men. Can furnish first class references. Free to go 
anywhere. Middle West or South preferred. Address Box J-603, care 
of Harpware Ace, New York City. 


SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of Five Lines........eesesceccecsecess++ $3.00 
Rats Dam Dies 0600.0 6600000000608 0000 cocccccccse GBSO 
Four Consecutive Insertions, 10 Per Cent Discount 





HARDWARE SALESMAN calling on Hardware Department, Sporting 
Goods and Seed Stores wanted to introduce new dollar lawn sprinkler— 
it’s a wonder—sells on sight, The Royal Mistifier. Nothing else like it. 
No moving parts. Get illustrated folder and liberal proposition for your 
territory. Here’s your chance to clean up good profits this spring and 
summer. Address ROYAL MANUFACTURING COMPANY, 607 
Lafayette Street, Fort Wayne. Indiana. 

SALESMEN WANTED—Live wire jobbing house seeks connection 
with salesmen calling on retail trade in the following territories: New 
Jersey, Westchester and Brooklyn. Only salesmen who have covered either 
of these territories may apply. Address Box J-727, care of HARDWARE 
Ace. New York City. 

MANUFACTURERS REPRESENTATIVES calling on Hardware 
dealers and jobbers, department stores, etc. We have a first class specialty 
and priced to sell. State territory and lines handled. Address Box 
7451-A, care of Harpware Ace, Chicago, IIl. 


EXCEPTIONAL SIDE LINE for Stove Salesman, and Salesmen for 
every territory selling Department Stores, Hardware and Furniture 
dealers. Line does not conflict with any other lines, a depression item, 
something new and a good repeater, liberal commission. Address Box 
J-729, care of Harpware AGE, New York City. 














ROPE SALESMEN wanted for New Jersey, Delaware, Pennsylvania, 
New York, Michigan, Indiana. Sideline 5% commission. Address UNITED 


FIBRE COMPANY, 82 South Street, New York City. 


' SALES ACCOUNTS WANTED 
$3.00 


Set Solid, Minimum of Five Limes......sccccscscesecccseceees 
$5.00 


Bedmoh Bor Displays cccccccccccccccccccccccccsccccccececee 
Four Consecutive Insertions, 10 Per Cent Discount 








WE NEED one more good line for Hardware and Electric Jobbing and 
Retail Trade for the Eastern Seaboard. Now representing one of the larg- 
est manufacturers of Electric Fans and Ventilators in the country. Wide 
acquaintance with Electric, Hardware and Department Store trade. Ad- 
dress JOHN E. McCRADY, 2 East 23rd Street, New York City. 

EXPERIENCED high grade manufacturers’ representative—one account 
twenty years—seeks several reputable lines adaptable to wholesale hard- 
ware, paint, woodenware, factory and mill supply trade. Chicago and 
Middle West. Wide acquaintance. Accounts given careful attention. 
Address Box J-728, care of Harpware Acz, New York City. 








EXPERIENCED retail clerk acquainted with shelf, mechanics’ and 
builders’ hardware, plumbing and steam supplies, paints and varnishes, 
wishes position in New York Metropolitan area. Can furnish character 
references. Age 44 years. Not afraid to sweep floors. Address Box J-670, 
care of Harpware Acz, New York City. 


EXPERIENCED HARDWARE AND SPORTING GOODS SALES- 
MAN seeks connection. Fifteen years’ experience New England and the 
Middle West. Well and favorably known to the trade and can furnish 
o pest. of references. Address Box J-710, care of HARDWARE AGE, New 

ork City. 


HARDWARE SALESMAN with an established trade would like to make 
connection with a manufacturer or jobber to represent them in territory 
adjacent to St. Louis. Have a good, clean record and gilt-edge references. 
Address Box J-724, care of Harpware Ace, New York City. 


AGGRESSIVE YOUNG MAN desires sales connection representing a 
manufacturer of hardware accessories, calling on furniture manufacturers 
or woodworking trade. What proposition have you to offer. Address Box 
J-716, care of Harpware Acr, New York City. 
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HARDWARE SALESMAN, age 39, good sales record and acquainted 
with wholesale and large hardware dealer trade in Missouri, Nebraska, 
Kansas and South Western States. Seeks 1 or 2 additional lines on com- 
mission basis. Address Box J-730, care of Harpware AGE, New York City. 


.MANUFACTURERS’ REPRESENTATIVE with established trade, 
wishes additional line for reliable factory for Chicago and Milwaukee ter- 
ritory, going to Jobbers, Department and Chain stores. large Hardware and 
Housefurnishing stores. Will also consider first class implement line. 
Address Box J-731, care of Harpware AGE, New York City. 


MANUFACTURER’S SELLING AGENTS, desire Hardware and 
Automotive line to sell to the jobber and large dealer in Pennsylvania, 
New Jersey and Delaware. Commission basis preferred. Address 
GEHMAN & KISER, Inc., 138 N. 7th St., Allentown, Pa. 


LARGE HARDWARE DISTRIBUTORS, well rated, looking for lines 
to distribute to the hardware and department store trades in the New 
York Metropolitan District. We have warehouse space to carry stock. 
Manufacturers only considered. Address Box J-736, care of HARDWARE 
Acre, Néw York City. 
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THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
A Blasts Ti Cis «cc ces ccc cssees — | Kingston Products Co.......... — | Richards-Wilcox Mfg. Co....... — 
. : kiectric Sprayit Co.........+.- — | Klein & Sons, M.. ....e.. — | Robertshaw Thermostat Co...... —— 
Bome Steer Co... 0.0550 scccsces — | Empire Level Mfg. Co......... — | Knapp & Vogt Mfg. *Co.. Be te aise — | Robinson, Edward eeinnese == 
Allith-Prouty Co. o.00<cccvcce Saf BVOHOGe GO. cicsescccevcuvense — | Knapp-Monarch Co. .......0..% pS SE a err — 
Aluminum Goods Mfg. Co...... -- Raby Chemical Coi.cc. iiss — 
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SKOOTER SKATE 


for Spring 
30c 
and $1.00 


A suggestion that will 
mean profits to you. 
The skooter skate has 
become a staple item 
and is a proven fast 
seller in the spring. 
A special sales effort 
will surprise you. 


3aseball games, whirl 
pool games, bowling 


alleys, pool tables, etc. 


Send for 
Our New Catalog 





Permanent Show Room 

Room 459, 200 Fifth Ave., New York 
Office and Factory: 

THE BRINKMAN ENGINEERING CO. 
DAYTON, OHIO 





“Atta Boy! Two Profits.” 


This Is Happening 
Every Day. 
One profit on the sale of the RIP, the Master 


Rainmaker, and one or more others on other lines 
sold the same customer, brought in by the attrac- 





tiveness and fine utility of the RIP Lawn 
Sprinkler. 
You can do what other dealers are doing. Order 


Spike some RIPS, put the display card on your counter, 
$1.00 sell a few to your friends on our 


MONEY BACK GUARANTEE 


And you will automatically pave the way to a large in- 
crease in sales. 


That’s what makes business better—being alert. The RIP 
will positively move other merchandise you have 
in stock. 


We strongly believe in the legitimate retail dealer 
and are deeply concerned in his welfare. 


If your jobber cannot supply you, write us. 
RETAIL PRICE: 
$1.00 


Golf or Series Model, $1.25. 
Pipe or Irrigation Model, $1.00. 


The R. I. P. Company 


837 Florida Avenue 





oa 
. < * 3 Mode 
Jacksonville, Florida $125 














There's Always a 
READY MARKET 


for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts as a bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 

Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th St. N. Y.C. 
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lurn your spare time into- 
CAS H with the new | 1b) DY | d 
LAWNMOWER SHARPENER 


Make More 
Money— 
Your Clerks 
Can Sharpen 
Lawns 
mowers in 
Their Spare 
Time 


Every spare dollar you can make counts these days. That is 
why hundreds of Hardware Dealers are finding it extremely 
profitable to sharpen lawnmowers in their spare time. You 
ean charge from $1.00 to $1.50 for each mower you grind 
depending upon its condition. No other equipment will bring 
you greater returns on your investment. 


HELPS YOUR LAWNMOWER BUSINESS—People 
prefer to buy their mower from the man who is in position 
to service it. Mowers ground on the Ideal Lawnmower Sharp- 
ener make satisfied customers. The new 1932 model Ideal 
Sharpener is the greatest value ever offered. 


NO TRAINING REQUIRED-—Youw don’t have to be a 
mechanic to operate the Ideal. Its operation is extremely 
simple and practically automatic after you have placed the 
lawnmower in position to grind. 

SPECIAL GRINDING WHEEL ATTACHMENT— 
For grinding grass shears, sickles, etc. Will add many dollars 
to your income. Our new free catalog shows you how yvu 
can make extra money during your spare time. 


Send for Free Catalog 


THE FATE-ROOT-HEATH COMPANY 
322-358 Bell St. Plymouth, Ohio 
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MYERS 


ANNOUNCES 





NEW LOW PRICES 


Here is an important announcement of Reduced Prices on MYERS PRODUCTS—Hand 
Pumps, Power Pumps, Pumping Jacks, Water Systems, Cylinders, Hand Spray Pumps and Com- 
pressed Air Sprayers, Hay and Grain Unloading Tools, and many other items appearing in Myers 
No. 64 Catalogs and subsequent catalogs and supplements—that will be welcomed by every 
Myers Dealer and Distributor. 





Coming at the very minute when Spring and Summer Business is opening up with thou- 
sands of prospective purchasers in the mood to buy, this announcement of lower prices on the 
Myers Line will afford inspiration and a real incentive for Myers Dealers and Distributors 
to cash in with a thoroughly established, nationally advertised, quality line of necessity mer- 
chandise. 





Whether you sell the complete Myers Line or only a part of it, you as well as your customers 
will receive the benefit of our lower prices made possible through manufacturing, distributing 
and advertising econcmies, anticipated savings in lower priced raw materials, adjustments 
in salaries, wages and other expenses incidental to the operation of our plant and offices. 





Remember, no cheapening of finished products to stimulate an artificial market. Even 
higher standards of quality will prevail. Greater values at lower prices supported by manu- 
facturing strength, permanency, integrity and a sound trade policy long recognized for its 
originality, uniformity and fairness to the trade in general, tells but a part of the story. The 
final chapters will be written by our splendid dealer and distributor organization who will be 
quick to recognize the advantages of lower prices at this time, and take full advantage of them 
during the important selling months just ahead. 





If you have not already received the announcement by mail, or if you do not receive it 
within the next few days, or if one of our representatives fails to see you in due season and 
give you complete information, write or wire us for all of the details. Do not delay—prompt 
action on your part will open the way to immediate business and profits. 


dé. take Shen not gs 
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PUMPS “WATER SYSTEMS - HAY TOOLS -DOOR HANGERS 


THE F. E. MYERS & BRO. CO. 
ASHLAND, OHIO 
PUMPS— WATER SYSTEMS—HAY TOOLS — DOOR HANGERS 
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Ilco Screen Door Checks are unquestiona- 
F 0 pi bly the fastest sales and profit builders in 
their field. Strongest medium weight checks 


on the market; only the finest materials 
used; just redesigned to make them mcre 
serviceable than ever; absolutely weather 
proof and operate efficiently under the 
most severe conditions, indoors or out, the 





~ 
Pans 


year round. 





The 1932 Model Ilco Senior Screen Door 
Check has a solid brass barrel 114” in 
diameter with polished finish. Heavy duty 
special tempered spring—adjustable to de- 
sired tension. Long wearing. Adjustable 


TWO SIZES .... EACH A 
TREMENDOUS PROFIT ‘BUILDER 


Tell your customers about the superiority 
of the 1932 Ilco Screen Door Checks. Ex- 
plain to them how their great strength, fine 
construction and up-to-the minute designs 
make them the biggest value ever offered. 
Years of service, wide variety of use, posi- 
tive action, easy installation, it will pay 
them to insist on Ico. 


The 1932 Model Ilco Junior Screen Door 
Check is ideal for all light doors. Simplified 
construction. 1’ diameter brass barrel. 
Adjustable checking speed. Hinge bracket. 
Dull satin brass finish. Popular price—fast 
selling. Retail 75¢ to $1.00. 


INDEPENDENT LOCK COMPANY FITCHBURG MASS. 
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